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Ten  satisfied  customers  with  every  pack. 


If  only  it  was  always  this  easy  to  please  people.  Simply  recommend  Mycil 


and  athlete's  foot  disappears  as  quickly  as  it  appeared.  Because  Mycil 
is  so  effective,  it's  the  most  popular  treatment  you  can  stock.  All 
you  have  to  do  is  sit  back  and  watch  it  walk  off  the  shelf. 

Stops  Athlete's  Foot  in  its  tracks. 
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With  70  per  cent  of  the  average  pharmacy's  business  coming 
from  NHS  dispensing,  and  another  15  per  cent  from  the  sale 
of  OTC  medicines,  it  must  seem  a  little  bizarre  to  other 
retailers  that  the  investment  in  stock  and  shelf  space  is  in 
almost  inverse  proportion.  More  importantly  it  must  seem  a 
little  odd  to  the  Department  of  Health  as  it  negotiates  payment 
tor  NHS  pharmaceutical  services  when  the  talk  is  of 
developing  roles,  and  even  of  reflecting  the  pharmacist's 
advisory  health  role  in  a  practice  allowance.  So  the  trial  carried 
out  in  a  Doncaster  pharmacy  to  gauge  the  effect  on  the  public 
of  increasing  shelf  space  allocated  to  OTC  medicines,  in  the 
process  putting  GSLs  on  self-selection  and  Ps  on  open  display 
with  restricted  access,  is  a  step  in  the  right  direction. 

The  pilot  study,  made  in  conjunction  with  the  Proprietary 
Assocation  of  Great  Britain,  can  be  criticised  for  being  too 
small,  for  the  control  being  another  pharmacy  rather  than  a 
survey  conducted  in  the  trial  branch  pre-change,  and  for  the 
analysis  of  the  effect  on  sales  and  stocks  being  primitive  to  say 
the  least.  However,  the  initial  finding  —  that  public  awareness 
had  increased  of  that  pharmacy  as  a  stockist  of  a  wide  range  of 
medicines  and  as  an  advice  source  on  health  —  can  only  be 
welcomed.  The  Secretary  and  Registrar  of  the  Pharmceutical 
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Society,  John  Ferguson,  who  was  present  at  the  launch,  said 
he  was  keen  on  any  initiative  that  increased  the  space  devoted 
to  medicinal  and  health  related  products  and  swelled  the 
proportion  of  medicine  sales  through  pharmacy  at  the 
expense  of  other  outlets,  while  being  pleased  that  any  d<  >ct<  >r 
referrals  from  the  adjacent  medical  centre  were  for  ailments 
rather  than  specific  brands.  He  was  concerned  that  past 
outside  surveys  had  sometimes  accused  pharmacists  of  being 
too  eager  to  make  a  sale  rather  than  to  give  advice. 

No  attempt  has  been  made  in  the  present  survey  to  log  the 
time  spent  on  giving  advice,  to  note  the  proportion  of 
consultations  to  sales,  or  to  flag  the  various  medicine  displays 
overtly.  However,  Weldreck  are  expecting  to  extend  and 
develop  the  trial,  and  to  introduce  the  concept  to  their  other 
pharmacies.  If  their  action  were  to  start  a  trend  PSNC  et  nl 
would  gain  much  negotiating  clout. 

Pharmacists  need  have  little  to  fear  from  GSLs  being  on 
self  selection  if  they  man  the  medicine  counter.  They  will  then 
he  in  a  position  to  effect  sales  or  see  they  are  made  by  a  trained 
staff  member,  as  required  by  the  Code  of  Ethics.  And  they  will 
be  able  to  add  professional  advice  to  the  sale  of  advertised,  and 
possible  demanded,  GSL  and.  more  importantly  P  brands. 
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Barnet  extends  High 
Street  Health  scheme 


Barnet's  pioneering  High  Street 
Health  scheme  is  to  be  extended 
with  a  second  wave  of  pharmacists 
training  to  provide  health  advice  to 
customers. 

The  scheme,  launched  last  year 
by  Virginia  Bottomley  (C&D 
December  14,  p966),  provides  for 
community  pharmacists  who  have 
completed  an  approved  training 
programme  to  be  accredited  by  the 
Family  Health  Services  Authority, 
Their  ability  to  provide  health 
advice  to  customers  is  then 
publicised  and  an  accreditation 
symbol  displayed  in  the  window  of 
the  pharmacies. 

Barnet  FHSA  has  received  an 
additional  £50,000  from  the 
Department  of  Health  for  the 
scheme,  a  substantial  amount  of 
which  will  be  put  towards  funding  a 
second  wave  of  training,  Barnet 
pharmacist  Adrian  Korsner  told 
C&D. 

All  pharmacists  in  the  area  are 
being  invited  to  an  evening  meeting 
(7.30pm)  on  May  7  at  the  FHSA 
headquarters  to  hear  about  the 


scheme.  A  number  of  pharmacists 
who  took  part  in  the  first  wave  will 
be  present  to  talk  about  their 
experiences. 

In  addition  to  the  money  for 
training,  the  FHSA  is  also  looking 
to  increase  the  public's  awareness  of 
the  scheme  and  is  investigating 
other  means  of  generating  income. 

Feedback  from  pharmacists 
already  involved  has  been  very 
positive,  said  Mr  Korsner.  "They  are 
absolutely  delighted  with  both  the 
training  and  extra  insight  they  have 
in  doing  the  job." 

His  only  disappointment  was  the 
level  of  public  awareness.  A  lack  of 
television  coverage  of  the  scheme's 
launch  was  probably  one  reason 
why  pharmacists  haven't  seen  a 
flood  of  people  coming  for  health 
checks,  he  said. 

Jane  Todd,  Barnet  FHSA's 
health  promotion  adviser,  said  that 
the  FHSA  had  carried  out  an  initial 
evaluation  of  the  scheme  and  found 
it  was  welcomed  by  those 
pharmacists  involved.  The 
Authority  had  also  received  a  great 


deal  of  interest  from  other 
pharmacists  wanting  to  join,  she 
said.  Over  20  had  already  expressed 
an  interest  in  taking  part  in  the 
second  wave  of  training. 

In  addition  to  the  second  wave, 
training  for  pharmacists  already 
involved  in  the  scheme  has  been 
ongoing,  said  Ms  Todd.  Evening 
meetings  every  two  to  three  months 
help  to  update  the  pharmacists  and 
to  introduce  new  topics  such  as 
dental  and  child  health. 

Mr  Korsner  praised  the  support 
of  the  FHSA  in  Barnet:  "The 
FHSA  has  been  incredibly 
supportive  of  pharmacists.  They're 
heart  and  soul  behind  us,  doing 
everything  they  can  to  help." 

Barnet  LPC  secretary  Mike 
Levitan  said  he  had  had  a  number  of 
inquiries  about  the  scheme  from 
other  LPCs. 


Nurse 
prescribing 
update 

Virginia  Bottomley,  the  Health 
Secretary,  announced  on  Monday 
that  the  formulary  and  the  precise! 
training  arrangements  for  nurses 
authorised  to  prescribe  drugs  will  be> 
completed  in  the  next  few  months. 

Addressing  the  Royal  College  of 
Nursing  Conference  at  Blackpool,! 
she  reaffirmed  that  nurse 
prescribing  would  be  implementedj 
by  October  1993.  She  said:  "Nurse 
prescribing  makes  sense.  It  is  a 
proper  recognition  of  community! 
nurses'  skills.  Empowering  nurses 
in  this  way  represents  an  important 
improvement  in  the  service 
provided  to  patients." 

Mrs  Bottomley  described  the 
implementation  of  community  care 
as  one  of  the  "greatest  challenges" 
which  lay  ahead.  She  said:  "We 
must  work  to  achieve  a  seamless  ser- 
vice between  hospital  and  home  and 
equally  between  the  different 
agencies." 


Assistant  shot  dead  in 
Belfast  pharmacy 


A  Catholic  woman  was  shot  dead  by 
loyalist  terrorists  as  she  worked 
behind  the  counter  of  a  pharmacy  in 
West  Belfast  on  Tuesday  (April  28). 

Philomena  Hanna,  a  26-year-old 
mother  of  two,  was  killed  when  a 
man  walked  into  Springfield 
Pharmacy,  on  the  city's  Springfield 
Road,  and  opened  fire.  She  was  hit 
in  the  head  and  body  and  died 
instantly.  The  outlawed  Ulster 
Freedom  Fighters  have  claimed 
responsibility  for  the  killing. 

Police  said  that  two  men  on  a 
motorbike  emerged  from  the 
loyalist  Shankhill  district  through  a 
pedestrian  access  onto  Springfield 
Road,  just  off  the  Falls  Road. 

They  drove  past  the  pharmacy 
where  the  woman  worked,  did  a  U- 
turn  and  returned.  The  pillion 
passenger  went  inside  the  shop, 
fired  several  shots  and  then  ran 
back  to  the  motorcycle  which  went 
back  towards  the  Shankhill  area. 

Friends  of  the  victim  said  she 
was  well  liked  by  both  sides  of  the 
community  and  helped  many 
Protestants  unable  to  reach  the 
shop  where  she  worked.  She  often 
crossed  the  so-called  "peace-line"  in 
the  city  to  deliver  prescriptions. 

"We  just  can't  believe  this  has 
happened,"  they  said. 

The  pharmacy  in  which  the 
attack  took  place  is  owned  by  Paul 
Kelly,  a  past  president  of  the  Ulster 
Chemists  Association  and  a  current 
member  of  the  UCA's  Executive. 
•  The  president  and  officers  of  the 

720 


Ulster  Chemists'  Association  have 
expressed  their  sympathy  to  the 
family  of  the  young  lady  concerned. 
"We  are  shocked  and  appalled  that 
such  a  tragedy  should  involve  a 
pharmacy  employee  who  was 
undertaking  her  every  day  duties,  in 
a  profession  which  aims  to  provide 
a  service  to  the  whole  community. 

"We  have  great  admiration  for 
those  who  endeavour  to  provide  a 
service,  particularly  under  difficult 
circumstances  and  in  problem 
areas." 


Stolen  diltiazem 


D.E.  Pharmaceuticals  are  alerting 
pharmacists  to  the  possibility  of 
stolen  diltiazem  60mg  tablets  being 
offered  to  them. 

A  delivery  van  containing  4,000 
packs  of  diltiazem  60mg  (10s)  was 
stolen  in  Tonbridge,  Kent.  The 
batch  number  in  question  is 


TE 1  ( (07.  No  other  pharmaceuticals 
went  missing  in  the  theft. 

D.E.  Pharmaceuticals'  David 
Leak  asks  anyone  who  is  offered 
diltiazem  from  an  unauthorised 
source  to  contact  him  on  0661 
835755  or  Tonbridge  police  on 
0732  771055. 


Press  reports  that  the  European 
Commission  wants  certain  vitamin 
preparations  considered  as 
medicines  have  been  dismissed  as 
untrue  by  the  Proprietary 
Association  of  Great  Britain. 

Commenting  on  an  article  in 
The  Mail  on  Sunday  (April  26), 


PAGB's  Gopa  Mitra  told  C&D  that 
the  story  seemed  to  have  its  base  in 
rumour,  and  she  confirmed  there 
was  no  Commission  Directive  on 
this  particular  matter. 

The  report  said  that  the  EC  had 
suggested  that  any  vitamin  pill 
containing  more  than  1.5  times  the 


Vitamins  on  FP1 0  rumours 
unfounded,  says  PAGB 
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Cumbria  FHSA's  charter  promotes  roie  of 

pharmacist 


Hampshire 
pharmacists 
to  review 
procedures 

Pharmacists  in  Hampshire  are 
heing  asked  to  review  their 
dispensing  procedures  following  an 
error  in  which  a  patient  received  the 
wrong  drugs 

Hampshire  Family  Health 
Services  Authority  is  writing  to  each 
of  the  county's  pharmacies  to 
encourage  what  it  describes  as  "a 
careful  review  of  procedures". 
Details  of  the  error  have  not  been 
released. 

"The  Family  I  lealth  .Authority  is 
responsible  for  making  sure  that 
patients  receive  a  high  quality  of 
service  from  their  chemists," 
explained  FHSA  general  manager, 
Dr  Kate  Bernard.  "( )ver  1  1  million 
prescriptions  are  dispensed  each 
year  and,  while  mistakes  are  rare, 
we  feel  that  the  Fl  ISA  and 
pharmacists  must  guard  against 
errors." 

The  Authority  is  also  reminding 
patients  to  exercise  vigilance. 
"Patients  should  not  feel  anxious 
about  querying  a  prescription, 
especially  if  they  receive  a  regular 
supply  of  medicine  which  suddenly 
changes,"  said  Dr  Barnard.  "The 
chemist  is  there  to  help  and  will  he 
only  too  willing  to  explain  things." 

The  FHSA  and  the  pharmacist 
involved  have  apologised  to  the 
patient  lor  the  mistake. 


daily  recommended  intake  he 
considered  a  medicine.  "It  could 
mean  that  supplements  would 
become  more  difficult  to  obtain  or 
he  available  only  on  a  doctor's 
prescription,"  said  the  report. 
"Other  vitamins  common  in  the  diet 
may  be  banned  from  sale 
altogether." 

The  article  goes  on  to  quote  the 
Society  for  the  Promotion  of 
Nutritional  Therapy  as  saying  the 
move  would  "drive  out  ot  business 
manufacturers  of  many  good 
nutritional  supplements  now 
available  at  health  food  stores  and 
chemists." 

Ms  Mitra  said  th.it  the  EC  is 
talking  about  vitamins  and 
supplements  hut  nothing  has  been 
put  in  writing.  A  draft  directive  is 
expected  at  the  end  of  this  year  or 
the  beginning  of  next. 

The  PAGB  believes  there  needs 
to  be  control  centred  on  the  claims 
made  for  products  rather  than  on 
the  levels  of  specific  ingredients. 


Correction 

The  Statutory  Committee  report 
on  p666  last  week,  "Illegal  sales 
in  pharmacy",  mistakenly 
referred  to  Syndol  as  a  medicine 
restricted  to  prescription  sale, 
when  it  is  a  Pharmacy  only 
medicine,  with  a  requirement 
under  the  Misuse  of  Drugs  Act 
1971 ,  to  keep  invoices  pertaining 
to  it  for  two  years. 


"Pharmacists  bring  a  dedication 
and  professionalism  to  then  |ohs 
which  is  on  a  par  with  CPs," 
according  to  Quality  Bond,  a 
patients'  charter  document 
produced  by  Cumbria  Family 
Health  Services  Authority, 

There  is  a  tradition  in  Cumbria, 
says  the  FHSA.  of  saying  "Why 
bother  the  doctor  il  you  cm  pop 
round  to  the  chemist's  shop  and  ask 
lor  advice  over  the  counter?" 

"While  not  advocating  ignoring 
the  doctor,  Ilk'  Authority  does 
acknowledge  the  important  role 
pharmacists  have  to  play,"  says  an 
advertisement  placed  in  local 
newspapers. 

Quality  Bond,  the  Fl  ISA's 
patients'  charter,  is  produced  in 
easy-to-understand  glossy  leaflets.  It 
takes  into  account  all  the'  patient 
entitlements,  says  the  Authority, 
and  has  been  agreed  by  the 
Community  Health  Council. 


The  two  sections  show  both 
patients'  rights  and  the  local 
standards  which  Cumbrian 
practitioners  aim  to  provide.  Robin 
MacLeod,  FHSA  chief  executive 
has  described  the  new  charter  as:  "A 
partnership  between  practitioner 
and  patient." 

The  section  dealing  with 
pharmai  v  says: 

•  Prescriptions  will  he  dispensed 
efflc  iently  and,  if  medicines  are  not 
in  stock,  all  possible  attempts  will  be 
made  to  obtain  these  within  24 
hours  or  patients  will  be  advised  that 
they  may  go  to  another  pharmacy. 

•  A  patient  waiting  area  with 
adequate  seating  will  be  provided 

•  The  pharmacist  should  keep  up- 
to-date  patient  medication  records 
in  the  pharmacy  to  help  with  advice 
on  possible  side  effects.  Patients  will 
have  access  to  computerised 
records  in  line  with  the  Data 
Protection  Act. 


•  Pharmacists  should  ensure  that 
patients  understand  labelling  and, 
where  appropriate,  counsel  patients 
on  how  to  use  the  medicine,  how 
much  and  how  often  to  lake  it.  the 
effects  on  driving,  any  food  or 
medicines  to  he  avoided,  what  to  do 
if  a  dose  is  missed  and  whether  it  is 
necessary  to  avoid  alcohol. 

•  Pharmacists  will  ensure  that 
suitable  training  is  given  to  all 
support  stall. 

•  Medicines  will  normally  be 
dispensed  in  a  recloseable,  child- 
resistant  container.  Pharmacists 
should  ensure  that  patients  are  able 
to  use  child-resistant  containers. 

•  Tobacco  products  should  not  be 
available  lor  sale. 

In  addition,  the  charter  puts  for- 
ward ways  in  which  the  public  can 
help,  "by  valuing  the  pharmacist  for 
his  or  her  professional  advice". 

"Advice  and  suggestions  for 
treatment  should  he  valued..." 


Pharmacy  study  shows 
medicine  display  benefits 


Customer  awareness  of  the 
pharmacist  as  an  advice  giver  and  as 
a  stacker  of  a  significant  range  of 
medicines  increases  in  parallel  with 
the  space  given  to  medicine  display 
and  the  siting  of  the  product. 

This  was  the  finding  of  a 
150-sample  survey  of  a  single 
Doncaster  pharmacy  taken  six 
weeks  after  the  space  given  to 
medicine  display  was  increased  2.5 
times,  with  a 2m  GSL self-selection 
display  created  adjacent  to  the 
pharmacy  counter,  and  P  medicines 
placed  behind  it  on  a  2.8m  open 
display  with  restricted  access.  (New 
linear  equivalents  are  16m  tor  GSL 
and  15m  for  Ps.)  Some  2m  of  GSL 
display  was  added  after  the  survey. 

Stock  of  cosmetics,  toiletries 
and  slow  selling  lines  was  reduced  at 
the  same  time.  The  pharmacy  now 
employs  five  lull-time  staff  —  two 
counter  assistants,  two  dispensers 
and  one  pharmacist  —  an  increase 
ot  10  hours  a  week  for  one  oi  the 
dispensers.  The  pharmacist  spends 
his  time  on  the  pharmacy  counter  in 
front   of  the   open  dispense 


available  at  all  times  lor  giving 
advice  on  medicines  and  to 
supervise  sales,  when  not  checking 
dispensed  prescriptions. 

The  Weldreck  pharmacy  is  next 
d( » >r  t(  >  a  five  d<  »ct<  ir  medical  centre 
with  the  nearest  pharmacy  some 
200m  away.  It  is  opposite  a 
supermarket  .'500m  from  the 
nearest  drug  store. 

Some  93  per  cent  of  customers 
questioned  noticed  more  medicines 
were  on  display  tor  self-selection, 
with  84  per  cent  saying  this  was  a 
gi  ><  id  idea.  And  8(  I  per  cent  said  they 
would  be  more  likely  to  ask  for 
advice  kn<  >wing  that  a  greater  range 
of  products  was  available,  with  30 
per  cent  recognising  this  could  save 
their  doctor's  time. 

The  retail  director  of  the  20 
pharmacy  Weldreck  Group, 
Marshall  Glynn,  said  there  had  been 
no  increase  in  the  turnover  during 
the  survey,  hut  he  estimated  a  15 
per  cent  increase  of  medicine 
turnover  to  balance  sales  lost  to 
range  changes.  However  gross 
nrofits  were  expected  to  he  up  and 


stock  levels  down. 

Mr  Glynn  said  the  public  was 
leaning  towards  self-medication  and 
wanted  a  more  convenient 
environment  in  which  to  purchase  a 
comprehensive  range  of  products. 
"I  believe  a  well  merchandised 
community  pharmacy  is  the  perfect 
environment  in  which  to  provide 
this  service. 

"With  a  little  thought,  help  from 
manufacturers,  and  a  will  to  create 
a  more  dynamic  pharmacy 
environment,  utilising  well  trained 
staff  and  the  unique  asset  of  the 
pharmacist's  professional  advice, 
the  community  pharmacy  will 
flourish  and  become  the  centre  for 
healthcare  in  the  community." 

The  Weldreck  pilot  scheme  and 
survey  was  conducted  with  the  help 
to  the  Proprietary  Association  of 
Great  Britain  which  provided 
merchandising  advice.  President 
John  Ball  said:  "I  hope  this  is  just 
the  beginning  of  more  progressive 
OTC  merchandising  and  that 
pharmacists  will  want  to  make  more 

of  It." 


Marshall  Glynn,  retail  director  of  the  Weldreck  Group,  mans  the  medicines  counter  which  fronts  a  2.8m  display  of 
V  medicines.  The  2m  of  GSL  medicines  on  self-selection  for  the  survey  are  immediately  to  the  right  of  the  till  in  the 
right  hand  picture  which  was  taken  from  hehind  the  medicines  counter 
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If  you  have  any  questions 
about  Glaxo's  new  Agency 
system,  you  can  now  call 
the  Pharmacy  Helpline  on 
Freephone  0800  221441. 

From  9.00am  to  5.00pm 
on  weekdays,  you'll  be  put 
through  direct  to  a  member 
of  the  Glaxo  distribution 
team,  who  will  usually  be 
able  to  resolve  your  query 
straight  away.  Outside 
normal  working  hours, 
please  leave  a  recorded 
message  and  your  call 
will  be  returned  as  soon 
as  possible. 


If  necessary  -  or  if  you 
prefer  -  the  matter  will  be 
referred  to  your  Pharmacy 
Division  sales  representative. 

Remember,  under  the 
new  system,  your  Pharmacy 
Division  representative  has 
specific  responsibility  for 
your  account. 

The  closer  your  joint 
relationship,  the  better 
the  professional  and  com- 
mercial support  Glaxo 
will  be  able  to  provide. 


UiaA 


GLAXO  PHARMACEUTICALS  UK  LIMITED,  STOCKLEY  PARK  WEST,  UXBRIDGE,  MIDDLESEX  UB11  1BT. 


"When  you  were  in  hospital  were 
you,  to  an  adequate  degree  of 
satisfaction,  able  to  express  your 
sexual  proclivities"  was  the  91st 
question  in  a .'58  page  questionnaire 
used  by  one  UK  health  authority  last 
year  to  survey  patient  satisfactn  >n.  It 
is  a  good  example  of  what  audit 
should  not  he,  Dr  Gillian  Wade  said 
at  a  workshop  in  Belfast  last  month 
which  introduced  pharmaceutic; 
audit  to  pharmacists  in  Northern 
Ireland. 

I  )r  Wade,  a  psychologist  and  the 
head  of  the  health  care  division  at 
ICSL,  was  at  great  pains  to 
demystify  what  audit  is  about.  For 
many  pharmacists  it  causes  anxiety, 
a  feeling  of  being  tested;  for  others  it 
is  an  abstract  idea  laid  out  on  pages 
of  wallpaper  in  professional 
journals;  for  yet  more  it  is  an 
unwelcome  extra  burden  to  lit  into 
an  already  crowded  daily  schedule. 

For  audit  to  work,  people  need 
to  appreciate  that  it  can  be 
beneficial,  and  that  it  needs  to  be 
introduced  in  a  useful  and  practical 
way.  "Ownership"  of  the  process  is 
the  key  to  success,  believes  Dr 
Wade.  "It  is  Lip  to  pharmacists  to 
decide  what  you  want  to  look  at  and 
which  targets  you  want  to  adopt  its 
bench  marks." 

( )ne  i  >l  the  maji  >r  pr<  iblems  with 
NHS  audit  so  far  is  that  its  aims  are 
not  clear,  nor  what  use  the  results 
will  be  put  to.  This  can  lead  to  a 
"witch  hunt"  mentality  among 
employees  uncertain  why  they  are 
being  audited. 

For  most  things  in  lite  there  is  a 
correct  order  of  doing  things  and 
audit  is  no  different  A  "mission 
statement"  is  essential  to  clearly 
identify  what  the  data  gathered  is  to 
be  used  for.  The  audit  cycle  —  find 
out  what  is  happening;  decide  what 
should  he  happening;  introduce 
change  and  monitor  effects  — 
places  key  features  in  position. 

"You  must  see  audit  as  a  cycle  t<  > 
make  it  work.  Where  audit  differs 
from  other  types  of  research  is  that 
it  is  not  a  one-off.  It  is  forward 
moving,  constantly  feeding  in  data 
on  the  area  under  scrutiny,"  says  Dr 
Wade.  It  \v<  >uld  als<  >  he  unwise  to  see 
pharmaceutical  audit  in  isolation 
from  other  areas.  Many  activities 
will  be  affected  by  other  groups. 

There  are  many  misconceptions 
about  audit.  It  is  sometimes 
perceived  as  a  "top-down"  imposed 
procedure  —  which  it  will  be  unless 
there  is  shoptloor  involvement.  It 
can  often  be  thought  to  be  idealistic 
or  impractical. 

There  is,  believe  it  or  not.  a 

The  key  features  of  audit 

•  Defining  standards,  criteria, 
targets  of  protocols  for  good 
practice  against  which 
performance  can  be  compared 

•  Systematic  gathering  of 
objective  evidence  about 
performance 

•  Comparing  results  against 
standards  and/or  among  peers 

•  Identifying  deficiencies  and 
taking  action  to  remedy  them 

•  Monitoring  the  effects  of 
action  on  quality 


Taking  control 
of  audit 


Doctors  and  dentists  do  it,  so  do  nurses. 
Pharmacists  in  Britain  don't  do  much  yet,  but  the 
Royal  Pharmaceutical  Society  thinks  they  should. 
Audit  is  the  latest  buzzword  in  the  pharmacist's 

lexicon.  C&D  visited  Belfast  to  find  out  how 
pharmacists  in  Northern  Ireland  are  getting  on 


British  Standard  for  auditing  the 
general  system  (BS5750,  5.4).  This 
lays  out  general  parameters  but  the 
important  thing  to  realise  is  that 
"you  must  conform  to  standards  but 
the  standards  are  yours  to  set" 
according  to  Dr  Wade. 

It  is  alsi )  worth  making  the  p<  >int 


that  those  carrying  out  the  audit 
should  he  independent.  A 
community  pharmacist  should  not 
be  auditing  the  business  of  the 
colleague  who  leapfrogged  him  just 
before  the  new  contract  came  in... 
get  an  independent  v<  >ice,  a  fair  trial! 
There  are  various  pitfalls  to 


avoid  in  carrying  out  audit.  The 
most  obvious  is  to  do  nothing  at  all. 
The  pressure  from  government  ami 
the  service-orientated  nature  of  the 
NI  IS  reforms  means  the  "why,  what 
where  and  when"  of  healthcare  is 
under  constant  review.  If 
pharmacists  do  nothing  audit  will  he 
imposed  Iron)  above,  warns  Dr 
Wade. 

However,  doing  loo  much  .it 
once  can  he  as  bad  as  doing  too 
little.  There  is  the  cost,  the  time  and 
the  paperwork.  Working  in 
isolation  should  also  be  avoided,  a 
major  factor  lor  community 
pharmacists  to  bear  in  mind.  "You 
need  someone  to  turn  to.  You  need 
to  ensure  you  are  gaining 
complementary  data  and  using  the 
same  methodology  as  everyone 
else,"  says  Dr  Wade. 

Il  is  important  that  the  results  of 
audit  projects  can  he  passed  on. 
Keep  methodologies  running  in 
parallel  so  that  information  can  be 
usefully  exchanged.  Incompatibility 
renders  comparisons  useless. 

Do  not  overspend!  Large  scale 
sludics  are  inappropriate.  They  are 
expensive  and  difficult  to  repeat. 
Ultimately,  audit  has  to  he  run  m 
house.  "Start  with  something  small, 
something  you  can  face  doing 
again,"  advises  Dr  Wade.  However, 
it  may  be  worth  bringing  in  outside 
expertise  initially  to  establish  the 
methodology  of  what  is  planned. 

When  assessing  data  keep 
asking  the  "So  what?"  question.  Il  is 
an  excellent  way  of  determining  the 
value  of  the  information  produced. 
Areas  f<  >r  study  need  to  he  desirable, 
achievable,  and  measurable.  "Keep 
it  tight  and  keep  it  simple."  is  Dr 
Wade's  parting  advice. 

The  audit  plan  should  cover  the 
following  points  (BS  5750,5.4): 

•  The  specific  activities  and 
areas  to  be  audited 

•  Qualifications  of  personnel 
carrying  out  the  audits 

•  The  basis  for  carrying  out 
audits  (eg  organisational  changes, 
reported  deficiencies,  routine 
checks) 

•  Procedures  for  reporting  audit 
findings,  conclusions  and 
recommendations 


The  story  so  far. 


Dr  Norman  Morrow,  director  of 
continuing  pharmaceutical 
education  in  Northern  Ireland,  is 
anticipating  that  money  will  be 
made  available  in  this  year's  DHSS 
budget  to  get  pharmacy  audit  off  the 
ground  in  Northern  Ireland.  Indeed, 
one  of  the  aims  of  a  seminar  he 
organised  last  month  in  Belfast  was 
to  set  up  an  audit  group  to  take  a 
leading  role. 

"We  have  begun  to  make  people 
aware  that  audit  is  coming  and  what 
it  is  about.  We  tried  to  present  it  as 
a  constructive  process  leading  to 
improvement  in  services  and  in 
patient  care."  he  says.  He  hopes  the 
newly  established  audit  group  will 
direct  strategy  in  the  Province  and 
bring  forward  projects  for  funding 


within  the  next  few  months. 

The  DHSS  has  been 
encouraging  developments  so  far, 
and  by  funding  the  initial  phase  has 
shown  evidence  of  commitment, 
says  Dr  Morrow.  Brian  Cheyne, 
chief  pharmacist,  DHSS.  confirms 
that  there  is  money  available  for 
clinical  audit  in  NI  and  he  is  hoping 
to  get  a  slice  for  pharmacy. 

His  main  concern  is  that  that 
projects  put  forward  will  stand  up  to 
scrutiny  and  be  of  value.  Mr  Cheyne 
also  hopes  that  projects  will  come 
from  further  down  than  the  audit 
group  itself.  The  difficulty  will  not  be 
getting  projects  from  the  hospital 
sector  but  from  community 
pharmacy,  he  feels. 

In  Scotland  an  audit  structure 


has  been  in  place  for  15  months. 
The  pharmacy  subcommittee  of  the 
Clinical  Resource  Audit  Croup, 
based  at  the  Scottish  Office,  co- 
ordinates project  work  centrally. 
Since  the  beginning  of  the  year 
audit  committees  have  been 
established  locally. 

Bill  Scott,  deputy  chief 
pharmacist  at  the  Scottish  Health 
Department,  says  the  overall  infra- 
structure is  in  place  and  integrated 
with  nursing,  medicine  and 
dentistry.  The  Scottish  approach 
has  been  to  adapt  the  section  on 
medical  audit  within  the  White 
Paper  "Working  for  Patients",  says 
Mr  Scott.  "It  means  we  are  working 
within  government  and  health 
service  guidelines." 
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On  practising 
what  I  preach 

I  was  severely  taken  to  task  by  J. 
Patel  of  Southgate  (Letters  last 
week)  for  my  attack  on  the 
unfairness  of  the  Drug  Tariff  —  in 
common  with  Mr  Patel,  I  already 
practise  good  husbandry  with  my 
colleagues,  and  do  liaise  with  local 
doctors.  However,  I  make  no 
apologies  for  my  criticisms. 

I  have,  however,  always 
supported  the  concept  of  the  NHS 
and  enjoy  practising  as  a 
community  pharmacist.  One  of 
the  essential  components  of  that 
practice  is  a  contract  between 
pharmacists,  as  providers  of  NHS 
pharmaceutical  services,  and  the 
State,  as  their  sole  employer.  This 
is  a  monopoly  system  which, 
because  of  the  lack  of  competitive 
control,  requires  both  parties  to 
voluntarily  honour  their  side  of 
the  bargain,  but  loads  the  dice 
heavily  in  favour  of  the 
Department,  as  evidenced  by  their 
abandonment  of  the  cost-plus 
system  or,  during  any  negotiations 
involving  finance,  their  refusal  of 
reasonable  demands  without 
acceding  to  any  mechanism  of 
genuine  arbitration. 

The  Drug  Tariff  is  designed 
within  this  framework,  of  so  called 
negotiation,  to  supposedly  reflect 
a  fair  system  of  reimbursement  for 


services  and  goods  provided,  and 
all  I  ask  is  that  when  actual  errors 
are  demonstrated,  they  should  be 
rectified  immediately.  To 
voluntarily  ameliorate  the 
consequences  of  Departmental 
prevarication  by  manipulating  the 
supply  system  outside  of  the  terms 
of  the  Tariff,  weakens  our  already 
precarious  negotiating  position 
and  further  encourages 
Departmental  parsimony. 

Paramol 
welcomed. 


It  was  nice  to  see  that  the  brand 
name  Paramol  will  once  again  be 
back  on  my  shelves,  and  this  time 
under  full  pharmaceutical  control 
as  a  Pharmacy-only  counter  line. 
The  best  advertisement  for  any 
medicine  is  that  it  is  effective,  and 
Paramol  will  certainly  receive  my 
considered  recommendation 
when  a  powerful  pain  killer  is 
required. 

My  only  hesitation  lies  in  the 
area  of  abuse,  since  the  name 
dihydrocodeine  will  now  appear 
on  an  OTC  medicine.  In  my  area 
the  abuse  of  dihydrocodeine  is 
very  high,  and  there  may  be 
encouragement  for  some  addicts 
to  resort  to  Paramol  as  an  easy 
source  of  dihydrocodeine,  taking 
excess  quantities  in  an  attempt  to 
match  their  addictive 
requirements.  The  dangers  of 
paracetamol  poisoning  in  such 
situations  are  very  real,  and  is  a 
potential  problem  that  must  be 
addressed  both  by  Napp  in  their 
packaging,  and  by  the  community 
pharmacist  when  selling  the 
product. 

Proper 

petcare 

standards? 

During  the  recent  General 
Election  candidates  were  asked, 
among  other  things,  whether  they 
considered  the  prescriber  should 
derive  financial  benefit  from  the 
medicines  they  prescribe.  From 
the  few  answers  I  have  seen  the 
overwhelming  response  is  "no", 
yet  in  veterinary  medicine  this  is 
an  every  day  occurrence. 

I  have  never  underc'  id  why, 
when  it  is  considered  to  be  the 
ethical  norm  for  doctors  to 


prescribe  for  their  patients  and  for 
pharmacists  to  dispense,  this 
principle  has  never  been  mirrored 
in  the  animal  world.  I  recently  had 
occasion  to  quote  a  lady  for  the 
supply  of  regular  medication  for 
her  dog,  and  was  astounded  t<  > 
learn  that  the  vet  was  charging 
200  per  cent  more  for  the  drugs 
than  the  price  which  I  innocently 
quoted  using  my  normal  private 
prescription  pricing  system. 
Needless  to  say,  the  lady 
requested  a  veterinary 
prescription,  and  now  obtains 
these  drugs  from  my  pharmacy, 
but  the  charge  by  the  vet  was 
excessive  and  he  certainly  was 
benefiting  financially  from  his  own 
prescribing. 

I  have  also  experienced  some 
appalling  standards  of  dispensing 
by  veterinary  nurses  when  tablets 
have  been  supplied  in  paper 
envelopes,  without  the  drug  name 
on  the  packet  and  with  illegibly 
scrawled  instructions.  I  fail  to  see 
why  the  standards  and  ethics  that 
ctpply  to  human  medicine  should 
not  be  equally  applied  to  their 
veterinary  counterpart. 

Shooting 
from  the  hip 
on  waste 

The  groundswell  of  public  opinion 
against  the  waste  caused  by 
excessive  packaging  has  been 
encouraged  by  some 
supermarkets,  who  either  refund  a 
penny  on  re-used  carrier  bags,  site 
recycling  banks  in  their  car  parks, 
or  question  the  customer's 
requirement  to  load  every  item  of 
purchase  in  another  paper  bag.  I 
am  all  in  favour  of  these  initiatives 
despite  some  scepticism  over  their 
motives  and  am  trying  the  "do  you 
rea//vwant  a  paper  bag"  system 
myself,  but  waste  drugs  seem  to 
defy  all  attempts  at  recycling  and 
are  considered  to  be  quite 
dangerous  toxic  waste. 

The  best  de-toxifier  in  this  case 
is  the  human  body,  and  many  of 
our  problems  would  be  reduced  if 
patient  compliance  could  be 
improved.  The  alternative  is  the 
re-usable  tablet!  Now  this  is  a 
concept  that  has  been  frowned 
upon  by  authority  despite  appeals 
to  send  unwanted  or  returned 
medicines  to  the  Third  World,  but 
casting  my  mind  back  many  years, 
I  can  remember  having  to  practise 
the  art  of  making  the  ultimate  in 
environmentally  friendly  drugs. 

The  perfect  Pillae  Ferri  Carb 
Co  were  every  green  pharmacist's 
ambition,  ideal  pea  shooter 
material  across  the  laboratory 
benches,  or  the  only  re-usable 
iron  pill  ever  deliberately 
invented! 


REFLECTIONS 
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Real  changes 
in  pharmacy 
care 

The  30  recommendations  in  the! 
Working  Party  report  on  the  futurei 
role  of  community  pharmaceutical 
services  are  most  welcome.  Theyl 
range  from  the  infinitely  sensiblel 
such  as  distribution  of  baby  foods] 
and  the  sale  of  pre-payment| 
certificates  (which  should  bel 
implemented  without  delay),  to  thel 
more  ambitious  such  as  thel 
pharmacist  choosing  the  drug  andu 
dosage  once  the  GP  has  made  al 
diagnosis. 

"How  services  are 
to  be  implemented 
and  remunerated 
now  needs  to  be 
addressed" 


The  report  represents  aj 
distillation  of  the  best  proposals)! 
made  for  the  development  of  ourl 
profession  during  the  1980s.  It  is] 
not  a  pipe  dream,  which  Nuffield 
was,  but  represents  a  blueprint  for  aj 
pharmaceutical  service  which  the! 
Government  and  the  profession 
wish  to  see.  The  more  difficult 
questions  —  how  services  are  to  be 
implemented  and  remunerated  — 
now  need  to  be  addressed.  In j 
Northern  Ireland  the  DHSS  mustl 
accept  the  report  —  at  present  it 
only  applies  to  England  and  Wales! 
—  then  negotiations  must  begin, 
and  it  is  here  that  I  see  a  major) 
problem. 

Dispensing  will  remain  the  core; 
professional  service  for  all 
pharmacists  and  payment  for 
dispensing  services  will  continue  to 
be  agreed  between  the  PGC  and  the 
DHSS  as  it  always  has  been. 
However,  I  see  great  difficulty  in  the 
PCC  exclusively  negotiating  on  the 
newer  services  because  of  its 
inability  to  be  sensitive  to  local 
needs.  Many  of  the  new  services  will 
not  be  supplied  by  all  contractors. 
Many  pharmacists  may  not  wish  to 
become  involved,  and  the  services 
on  offer  may  not  be  required  by 
every  unit  of  management  of  the 
Health  Boards. 

Loss  of  central  negotiation  with 
Government  would  present  major 
threats  and  I'm  sure  the  PCC  will  be 
asking  us  to  hold  back  from  making 
local  agreements  in  case  these 
jeopardise  the  success  of  centrally 
agreed  initiatives.  However,  delay 
will  bring  its  own  dangers.  It  is 
development  —  the  creation  of  local 
negotiations  for  pharmaceutical 
services  —  which  is  the  real  change 
being  proposed.  Government  hope 
that  we  will  negotiate  locally  since 
that  may  reduce  our  ability  to  get 
the  right  deal.  We  must  be  careful. 
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)UCT  INFORMATION 
WIOL  Tablets 

tablet  contains 
rocodeine  tartrate  BP 
ig  and  paracetamol  BP 
ig. 

ie  treatment  of 
ache,  migraine,  feverish 
itions,  period  pains, 
lache  and  other  dental 
backache,  and  other 
ular  aches  and  pains, 
ge.  Adults:  1  or  2  tablets 
be  taken  every  four  to 
ours.  No  more  than  eight 
?ts  are  to  be  taken  in  any 
our  period. 

\MOL  is  not  indicated  for 
ren  under  the  age  of  12. 

'MPTOMS  PERSIST 
HCAL  ADVICE 
ULD  BE  SOUGHT. 

matics  and  those 
breathing  difficulties 
idvised  to  consult  their 
or  before  taking 
\MOL. 

pack  of  PARAMOL 
ains  12  blister-packed 
its. 

I  category  P. 
uct  licence  no. 
70190. 

|pp) 

•urner  Products  Division 
)  Laboratories  Ltd. 
bridge  Science  Park 
bridge  CB4  4GW,  UK 
)ber  of  Napp 
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DIHYDROCO 

UTST 


For  a  long  time  you've  been  waiting  for  a  new  kind  of 
analgesic  that  could  give  a  new  level  of  relief.  Now  it's  yours. 
And,  at  last,  you  can  call  upon  the  power  of  dihydrocodeine. 
New  PARAMOL  has  been  specially  reformulated  with 
dihydrocodeine  tartrate  BP  7.46  mg  and  paracetamol  BP  500  mg 
and  is  now  available  for  P  status  sale  direct  to  your  customers. 
And  as  dihydrocodeine  is  recognised  as  being  more  powerful 
than  codeine,  PARAMOL  is  a  powerful  new  combination  for 
the  short  term  treatment  of  the  sort  of  pain  that's  too  much  for 
simple  analgesics  to  cope  with. 

PARAMOL.  A  new  power  to  fight  pain. 

And  a  new  power  in  the  pharmacy. 


IJUVJ  DIHYDROCODEINE  &  PARACETAMOL 

PARAMOL 

Finally,  Pharmacists  Have  The  Power 
They've  Always  Needed. 


Scriptspecials 


New  simple  dosage  for 
Augmentin  suspensions 


Beecham  Research  are 
discontinuing  their  paediatric  and 
junior  Augmentin  suspensions  and 
replacing  them  with  two  products 
with  a  simplified  dosage. 

These  will  be  known  as 
Augmentin  125/31  SF  suspension 
and  250/62  SF  suspension.  The 
figures  represent  the  strength  in 
mg/5ml  of  amoxycillin  and 
clavulanic  acid  respectively. 
Augmentin  125/31  is  the  same 
formulation  as  the  current 
paediatric,  but  Augmentin  250/62 
contains  twice  the  amount  of 
amoxycillin  as  the  current  junior 
formulation. 

Dosage  is  said  to  be  simplified 
because  the  new  recommendations 
are  based  on  a  dose  of  Augmentin 
equivalent  to  25mg/kg/day,  rather 
than  the  previous  correlation  of 
dosage  with  age  bands.  Although 
dosage  should  now  be  based  on 


Baker  Norton  have  introduced  two 
new  unit  dose  liquids  for  the 
treatment  of  asthma  by  inhalation. 
Steri-Neb  Salamol  2.5mg  nebules 
each  contain  2.5mg  salbutamol 
(20,  £2.99).  Steri-Neb  Cromogen 
nebules  contain  20mg  sodium 
cromoglycate  (60.X13.20,  both 
prices  trade).  Tel:  0279  426666. 


Oralcerto  Farillon 

Farillon  are  now  the  sole  distributors 
for  Oralcer.  All  orders  should  be 
directed  to  Farillon  Ltd.  Tel:  04023 
71136. 

New  from  Evans 

Evans  Medical  have  introduced 
metoprolol  tartrate  tablets  50mg  (100, 
£3.99)  and  lOOmg  (£7.49,  both  prices 
trade).  Evans  Medical  Ltd.  Tel: 
0582  608308. 

Rof  eron-A  extends 

Roferon-A  is  now  licenced  for  the 
treatment  of  chronic  myelogenous 
leukaemia.  Roche  have  also  added  an 
4.5MIU  vial  (£25.44  trade)  to  the 
range.  Roche  Products  Ltd.  Tel: 
0707  328128. 
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weight,  the  company  have 
correlated  typical  weights  with  age 
for  simplification. 

For  children  over  six  years  of 
age  (18-40kg),  the  recommended 
dose  is  5ml  three  times  a  day  of  the 
250/62  SF  suspension. 

Use  of  the  lower  strength 
formulation  has  been  extended  to 
include  infants.  Children  aged  one 
to  six  years  (10-18  kg)  should 
normally  receive  5ml  three  times  a 
day  of  the  125/31  SF  suspension, 
while  dosage  for  those  under  one 
year  should  be  calculated  at  the 
equivalent  of  25mg/kg/day. 

For  full  details  of  dosage  and 
administration,  contra-indications 
and  warnings,  see  Data  Sheet. 

The  new  Augmentin  products 
are  supplied  as  powder  for  100ml 
mixed  fruit-flavoured  suspension, 
free  from  sucrose  and  tartrazine. 
They  are  cartoned  with  a  patient 


information  leaflet  (125/31  £3.27 
and  250/62  £4.60,  both  prices 
trade).  Beecham  Research.  Tel: 
0707  325111. 


A  mouthpiece  holder  has  been 
added  to  the  standard  and  low 
range  Ferraris  Wright  pocket  peak 
flow  meters,  enabling  the 
mouthpiece  to  be  attached  to  the 
meter  when  not  in  use.  Ferraris 
Medical  Ltd.  Tel:  081-807  3636. 


Medical  Matters 


Oilatumin 
the  shower 

Stiefel  have  launched  Oilatum  Gel, 
said  to  be  the  first  purpose-designed 
shower  emollient.  The  gel  is  not  a 
standard  shower  gel  and  should  be 
used  for  its  emollient  properties: 
rather  than  for  washing;  it  contains! 
70  per  cent  w/w  light  liquid  paraffin! 
as  the  emollient. 

Oilatum  Gel  is  said  to  offer  an 
alternative  to  Oilatum  bath 
emollient,  and  daily  application  is 
recommended.  It  should  be  applied 
to  wet  skin,  massaged  gently,  then 
showered  off;  the  light  liquid 
paraffin  stays  on  the  skin  while  the 
carrier  is  washed  away.  The 
formulation  is  said  to  leave  the  skin 
feeling  soft  but  not  greasy. 

Oilatum  Gel  (125mg,  £4.84 
trade)  is  indicated  for  atopic 
eczema,  senile  pruritus,  contact 
dermatitis,  icthyosis  and  related  dry 
skin  conditions.  It  is  licensed  as  a 
GSL  product.  Patients  should  be 
advised  to  take  care  to  avoid 
slipping  in  the  shower.  Stiefel 
Laboratories.  Tel:  0628 
524966. 


Fish-oil  in  third  trimester  prolongs 


Fish-oil  supplements  in  the  third 
trimester  seem  to  prolong 
pregnancy  without  detrimental 
effects  on  the  growth  of  the  foetus  or 
on  the  course  of  labour,  Danish 
researchers  have  found. 

The  study,  published  in  this 
week's  Lancet,  was  prompted  by 
observations  that  women  in  the 
Faroe  islands,  whose  diet  includes  a 
high  intake  of  marine-fat  derived 
n-3  fatty  acids,  have  high 
birthweight  babies  and  longer 
pregnancies. 

In  theory,  say  the  authors, 
dietary  long-chain  n-3  fatty  acids 
could  delay  delivery  in  two  ways. 
Firstly,  they  could  delay  initiation  of 
labour  and  cervical  ripening  by 
inhibiting  the  production  of 
prostaglandins  F2-alpha  and  E2. 
Secondly,  they  may  relax  the 
myometrium  by  increasing  the 
production  of  prostacyclins  PG122 
and  PG13. 

In  a  controlled  trial,  533  women 
in  week  30  of  pregnancy  were 
randomly  assigned  either  fish-oil, 
olive  oil  or  no  supplements. 

The  women  who  were  given  four 
capsules  of  2.7g  of  n-3  fatty  acids 
daily  showed  an  increase  in  the 
average  duration  of  gestation, 
birthweight  and  birth  length 
compared  with  the  other  groups. 


pregnancy 

Pregnancies  were,  on  average, 
four  days  longer  in  the  fish-oil  group 
than  in  the  olive  oil  group.  There 
were  no  significant  differences  in 
other  possible  side-effects  of  fish-oil 
such  as  prolongation  of  labour  or 
the  need  for  operative  delivery. 

There  was  also  evidence  of  a 
dose-response  relationship,  up  to  a 
level   of  saturation,  between 


duration  of  gestation  and  fish  oil, 
but  not  olive  oil. 

The  authors  say  these  results 
suggest  an  easy  and  cheap 
intervention  to  prevent  pre-term 
delivery.  "A  carefully  monitored 
trial  of  fish-oil  to  women  at  high  risk 
of  pre-term  delivery  seems  justified 
and  a  multicentre  trial  is  in 
progress." 


Joint  complaints  after  MMR 


Measles,  mumps  and  rubella 
vaccine  is  associated  with  an 
increased  risk  of  joint  and  limb 
symptoms,  especially  in  girls  and 
children  under  five. 

But  the  risk  of  frank  arthritis  is 
substantially  less  than  after  wild 
rubella  infection,  according  to  a 
survey  done  at  the  Arthritis  and 
Rheumatism  Council  Epidemiology 
Research  Unit,  University  of 
Manchester. 

Arthritis  is  a  common 
complication  of  infection  with  wild 
rubella  virus  in  adults  but  it  occurs 
less  often  in  children.  It  usually 
develops  within  three  weeks  of 
immunisation.  The  researchers 
compared  the  incidence  of  joint  and 
limb  complaints  over  six  weeks  in 


two  groups  of  children  —  those  who 
had  just  received  the  combined 
measles,  mumps  and  rubella 
vaccine  and  those  eligible  for 
vaccination  who  had  not  received  it. 

The  study,  reported  in  last 
week's  British  Medical  Journal, 
found  that  the  overall  risks  of  all 
episodes  of  joint  and  limb 
complaints  was  significantly  greater 
in  the  vaccinated  group  (relative  risk 
1 .6)  but,  although  three  immunised 
children  required  hospital  referral, 
most  episodes  were  mild  and  self- 
limiting.  The  most  severe  cases  were 
seen  in  older  boys,  which  the 
authors  believe  is  reassuring  as 
current  UK  policy  will  result  in  most 
children  being  immunised  at  about 
12  months  of  age. 
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Hie  smarter 
move  is  to 


Go  Solo  for  profit! 
Market  tested.  Proven  quality,  proven  demand. 
Smart  design.  Competitively  priced.  Popular  tortoise- 
shell,  plus  opalescent  blue,  pink  and  ivory  colours. 

A  superior,  quality  range  of 
personal  care  accessories. 
And  there's  MORE! 
Made  in  the  I  K  by 
Laughtons,  we've 
produced  new  displays  and 
a  new  merchandising  programme  to 
make  sales  of  Solo  soar.  We  also  guarantee  a 
quality  of  service  that's  second -to -none. 

No  wonder  the  smart  money's  on  Solo. 
Ring  Diane  Ticer  on  021-436  6633  and  stock 
up  now. 


SOLO  NAIL  BRUSH. 

Classic  design,  handy 
and  hardwearing. 


0L0  TOOTHBRUSH  HOLDER. 

Sturdy,  easy-clean, 
great  for 

weekending. 


SOLO  DENTURE  BATH. 

A  versatile,  multi- 
purpose container  * 

\ 


SOLO  TUMBLERS. 
Robust  and  practical.  * 


SOLO  SOAP  CONTAINER. 

stylish  and  functional 
A  smart  holiday 
companion 


SOLO  MIRROR. 

Smart,  handy  and 
versatile  It  hangs  and 
stands  -  ideal  for  home 
or  travel. 


Items  marked  1 
available  m  opalescent  blue, 
pink  and  ivory  only 


PERSONAL  CARE  ACCESSORIES 
Laughton  &  Sons  Limited.  Birmingham,  Hnglancl 


ver  TV  campaign  erupts. 

Last  time  we  ran  our  TV  commercial,  requests  for  Asilone  went  up  by  25% 
This  time,  requests  will  be  qoing  sky  high 

Asilone  is  the  only  indigestion  remedy,  solely  available  from  pharmacies, 
to  be  advertised  on  television  So  capitalise  on  our  advertising  Don't  just  stock 
up  with  Asilone  liquid  and  tablets  Display  them  Prominently 

That  way  you  won't  be  caught  out  when  the  rumbling  starts. 


I 


Counterpoints 


Woodwards  get 
herbal  baby  drinks 


LRC  are  expanding  their 
Woodwards  range  into  the 
controversial  baby  drinks 
sector.  A  range  of  three 
powdered  herbal  drinks  are 
launched  onto  the  market 
this  week  with  the  claim  that 
they  contain  70  per  cent  less 
sugar  than  most  other 
similar  granulated  products. 

In  flavours  of  mixed  herbs 
and  red  berries;  mixed  herbs 
and  peach;  and  mixed  herbs 
and  apple  (60g  £1.89).  the 
granules  dissolve  easily  in 
warm  or  cold  water  and 
contain  less  than  20  per  cent 
sugar,  claim  LRC.  It  has  a 
shelf  life  of  two  years. 

The  baby  juice  and  syrup 
market  is  worth  £21  million 
at  rsp  and  is  growing  at  12 
per  cent  annually. 
Granulated  powders  take  29 
per  cent  share  of  the  market, 
behind  ready  to  drink 
products  at  37  per  cent,  but 
are  growing  at  22  per  cent, 
say  LRC.  Consumers' 
concerns  over  the  effect  of 
concentrated  juices  and 
syrups  on  childrens' 
dentition  have  have  forced 
these  sectors  into  decline. 

Consumer  trials  on  the 
new  Woodwards  drinks 
showed  93  per  cent  of 
consumers  are  quite  likely  or 
very  likely  to  buy  the 
product:  38  per  cent  rated 
the  taste  as  better  than 
competing  drinks,  according 
to  new  product  development 
manager  Nick  Pearse. 

LRC  are  directly 
challenging  Milupa  and 
Robinsons,  who  offer  five 
and  four  flavours 
respectively  compared  to 
LRC's  three.  Woodwards 
baby  drinks  average  out  at 
around  8p  per  drink,  slightly 
more  expensive  than  the 
competition. 

LRC's  promotional  plans 
are  geared  around  gaining 
distribution  and  promoting 
initial  purchase.  There  will 


be  an  on-shelf  promotion 
running  from  May  to  July. 
Consumers  sending  in  two 
lids  from  the  product  will 
receive  a  free  baby  bib.  This 
is  the  first  of  a  series  of 
consumer  promotions, 
according  to  Mr  Pearse.  For 
retailers  there  will  be  a  stock 
bonus  offer  linked  to  the 
launch. 

Consumer  advertising  will 
appear  in  baby  titles  such  as 
Right  Start.  Mother  and 
Baby  and  Practical 
Pa  ren  ting  fro  m  J  u  n  e 


through  until  February 
1993.  Leaflets  and  sachets 
of  product  will  appear  in 
Bounty  Bags,  and  there  will 
be  further  sampling  through 
reader  offers. 

The  Woodwards  herbal 
baby  drinks  contain  natural 
ingredients  with  no 
preservatives  or  artificial 
colours.  "They  are 
formulated  to  aid  digestion, 
are  pleasant  tasting,  mild 
and  safe,"  says  Mr  Pearse. 
LRC  Products  Ltd.  Tel: 
081-527  2377. 


Olvarit  hits  the  screen 


Cow  &  Gate  are  planning  to 
support  their  Olvarit  range 
with  a  TV  advertising 
campaign.  A  two  month 
campaign  on  TV-am  starts 
this  month  with  a  second 
burst  to  follow  later  on. 

The  Spring  campaign  will 
feature  the  updated  version 
of  the  "Pram  Jam" 


campaign,  first  shown  in 
1990,  which  includes  the 
latest  Olvarit  additions. 

The  company  intends  to 
back  up  the  TV  campaign 
with  adverts  appearing  in  the 
consumer  Press  followed  by 
a  direct  mail  exercise  in  the 
Summer.  Cow  &  Gate.  Tel: 
0225  768381. 


New  look  Nivea 


Smith  &  Nephew  are 
relaunching  Nivea  Bathcare 
with  new  graphics.  The 
company  hopes  to  increase 
penetration  to  smaller 


pharmacies  by  introducing 
the  250g  talc  in  cases  of  six 
instead  12.  SmiSh  & 
Nephew.  Tel:  021  327 
4750. 


New  look  for  Cow  & 
Gate  babymilks 


Cow  &  Gate  are  relaunching 
their  ready  to  feed 
babymilks,  marking  the 
second  stage  of  repackaging 
of  their  infant  formulas. 

The  company  has 
replaced  the  traditional 
outer  carton  and  repackaged 
the  200ml  bottles  in  a  new 
sleeve.  To  use,  a  sterile  teat 
is  fixed  to  the  pre-sterilised 
bottle.  The  design  echoes 
that  of  the  repackaged 


powdered  babymilks. 

The  relaunch  will  be 
supported  by  a  consumer 
information  campaign,  with 
stickers  attached  to  the  lids  | 
of  1  million  Nutrilon 
Premium  and  Nutrilon  Plusi 
powder  formulas  from  June. 
All  pharmacists  will  be 
notified  of  the  packaging 
changes  by  direct  mail. 
Cow  &  Gate  Ltd. 
Tel:  0225  768381. 


Nutrilon 
PLUS* 

'""'ithnolly 

sterilised 
Kady-to-jeed 
milk 


Nutrilon 
PREMIUM 

yiready-u-feed 
^hmilk 


Numark 
cleans  up 

Numark  are  extending  their 
babycare  brand  with  the 
introduction  of  Nappy  Bags. 

The  bags,  in  boxes  of  50, 
are  being  promoted  as  a 
hygienic  way  to  dispose  of 
used  nappies.  They  cost  99p 
each. 

The  Nappy  Bag 
packaging,  which  features 
an  illustration  by  children's 
illustrator  Stephen 
Cartwright,  complements 
existing  products  in  the 
babycare  range.  Numark. 
Tel:  0827  69269. 


Braun 
improve 
Silk  Epil 

Braun  have  improved  their 
Silk  Epil  epilator  with  the 
addition  of  an  adjustable 
tweezer  grip,  offering  two 
strengths  of  plucking. 

The  advantage  of  the 
lighter  grip,  say  Braun,  is 
that  it  can  be  used  on 
thinner  hairs,  which  might 
snap  using  the  stronger  grip 

Also  new  with  the  Silk 
Epil  is  a  tube  of  after 
epilation  cream.  Braun. 
Tel:  0932  785611. 


For  TANDEXQ  c<z7/  "tifods 


GROUP 


Dental  Hygenius  s^ZL 

Customer  Service  Hotline  04$4  442446 


730 
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Seasons  1 

Greetings. 

„„_   O 
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HAYFEVER  CALENDAR 

Showing  most  active  symptom  period 


CAUSE 


BIRCH 
PLANE 
GRASSES 
NETTLE 

FUNGAL  SPORES 
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A  season  that  lasts  for  seven  months  should  be  greeted 
with  open  arms  and  fully  stocked  shelves.  Stocked  with  the 
leading  hayfever  products  from  Merrell  Medicines  of  course. 

Three  products  that  are  as  effective  on  your  patients  as  they 
are  on  your  sales.  So  make  sure  your  stocks  are  up  and  your 
displays  are  ready  to  greet  your  customers.  All  season  long. 

Merrell  'Medicines 


j 


TRILUDAN    TRiLUDAN    S  EL  DANE 

FORTE 

MARION  MERRELL  DOW  LIMITED,  LAKESIDE  HOUSE,  STOCKLEY  PARK,  UXBRIDGE,  L'Bll  IBE 

Trademarks:  Triludan,  Triludan  Forte,  Seldane.  Merrell 


MORE 
IMPORTANT 

NEWS 

FROM 
PREDICTOR. 


The  news  has  never 

been  better. 
We'll  be  making  the 
headlines  with  our 
new  £500,000 
advertising  campaign 
in  national  newspapers 
and  on  radio. 
Our  ads  will  appear 
week  in,  week  out  over 
the  next  nine  months, 
putting  Predictor 
firmly  in  the  news. 
Which  can  only  be 
good  news  for  you. 


ACCURATE 

SIMPLE 

FAST 


COMPLETE  TESTS 
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PREDICTOR.  THE  NEWS, WHEN  YOU  WANT  IT. 


Irnrnac 


Immac  extends  with 
tightener  cream 


Reckitt  &  Colman  have 
extended  the  Immac  range 
with  the  addition  of  a  hair 
lightening  cream. 

Immac  hair  lightening 
cream  (£4.50)  is  designed  to 
disguise  unwanted  facial  hair 
by  removing  the  colour. 
Packaging  will  be  in  line 


with  the  rest  of  the  range. 

The  new  lightening  cream 
will  be  supported  by 
on-going  advertising  for 
Immac  and  a  specific 
campaign  in  the  women's 
Press  from  May  to  August. 
Reckitt  &  Colman.  Tel: 
0482  26151. 


Eye  Spa  for  tired  eyes 


Eye  Spa  is  a  device  for 
refreshing  tired  eyes  and 
relieving  irritations  caused 
by  hayfever,  dust,  smoke, 
VDU  use  and  contact  lenses. 

Operated  by  a  hand  pump 
action,  Eye  Spa  sprays  saline 
solution  into  the  eye  after 
which  the  solution  flows 
away  into  the  base  of  the 


unit  giving  a  constantly  fresh 
eye  bath.  No  batteries  are 
required  and  one  sachet  of 
solution  is  included  in  the 
display  box  (£9.95). 

The  product  is  initially 
available  from  Unichem. 
Further  details  may  be 
obtained  from  FJH  Ltd. 
Tel:0304  826655. 


Touch  of  the  sun 


Rimmel  have  added 
products  to  create  a 
sunkissed  look. 

Natural  Sun  Tint  (40ml 
£1  .99)  can  be  used  on  face 
and  body.  Visual  Eyes  is  a 
compact  of  six  toning 
eyeshadows,  and  comes  in 
two  shadeways.  Sun  Shade 
lipstick  (£1.65)  contains 


sunscreens  and  moisturisers 
to  protect  lips  in  the  sun.  It 
comes  in  four  shades. 

A  consumer  leaflet  is 
available,  featuring  a  free 
bangle  which  consumers  can 
send  for  when  spending  £5 
or  more  on  the  collection. 
Rimmel  International. 
Tel:  071-637  1621. 
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As  many  as  one  in  ten  people  are  migraine  sufferers. 

For  them,  prompt  relief  can  feel  like  a  miracle.  Only 
you  stock  a  treatment  that  can  boast  79%  success  providing 
just  that."'' 

It's  Migraleve  -  the  most  popular  migraine  specific 
treatment,  not  only  on  prescription  but  over  the  counter  as 
Migraleve  12's,  where  its  market  share  makes  it  the  number 
four  brand  in  the  £70M  strong  analgesic  sector.* 

Make  more  of  Migraleve  12's  and  a  lot 
more  people  could  have  a  lot  to  thank  you  for. 


Millions  of 
women  qet 
migraine, 
and  you're 
the  man 
with 

Migraleve... 


8 

PINK  TABLETS 


YELLOW  TABLETS 


Migraleve 


It  could  make  you  very  popular 


'Myers  WH.  Med  Digest  1972:  17  (7):  45-52. 


ash  share  -  Nielsen  Trade  \udit,  Nov/Dec  1991. 


Charwell  Pharmaceuticals  Ltd..  Charwell  House. 
Wilsom  Road.  Alton,  Hampshire  Cl'34  2TJ. 


New  look  improved 
Tampax 


Tambrands  have  relaunched 
Tampax  tampons  with  an 
improved  applicator,  more 
feminine  wrappers  and  new 
packaging. 

To  make  insertion  easier, 
the  new  applicator  is  made 
of  high  gloss  paper  with 
raised  finger  grips,  and  also 
has  a  more  secure  tube  lock, 
says  the  company. 

Tampax  are  now  available 
in  packs  of  eight  and  32, 
which  Tambrands  say  is 
more  in  line  with  consumer 
demand.  By  offering 
consumers  a  more 
convenient  balance  between 
purchase  and  usage, 
retailers  can  expect  to 
improve  stock-turn  by  25 
per  cent,  they  say. 

The  new  trade  prices  for 
outers  of  12  are:  Mini  (8, 
£6.12;32  £22.80):  Regular 
(8,  £7.56;  32,  £28.00); 
Super  (8,  £8.05;  32,  £30.44) 
and  Super  Plus  (8,  £8.70; 
32,  £33.48). 

Tambrands  have  agreed 
two  sponsorship  deals  with 
the  Women's  Sports 
Foundation  and  Liverpool 
Polytechnic  School  of 
Fashion.  Tambrands.  Tel: 
0705  474141. 


Herbal  additions 


Gerard  House  have  added 
Wild  Thyme  Cleansing 
Cream  plus  new  display 
material  and  leaflets. 

Wild  Thyme  cream  (48g 
£2.95)  is  said  to  be  suitable 
for  all  skin  types  and  is 
lanolin-free. 

A  pine  self-assembly 
display  unit  has  been  added 
for  their  herbal  products. 
The  unit  comes  free  with 
orders  placed  to  fill  the 
stand  or  can  be  purchased 


for  £150. 

A  wooden  display  case  has 
been  produced  to  hold  40 
essential  oils  from  the  range. 
It  comes  free  with  orders  to 
fill  the  unit  or  can  be  bought 
for  £35. 

Also  new  is  a  counter  unit 
holding  packs  of  the 
company's  top  ten  essential 
oils  with  consumer  leaflets  to 
explain  their  uses.  Gerard 
House  Ltd.  Tel:  0202 
487733. 


NATURAL  RANGE  OF 
VITAMIN  E  COSMETICS 

GIVE  YOUR  SKIN  A  SMOOTH  SILKY 

SOFT  COMPLEXION  FREE  OF 
BLEMISHES,  SCARS  OR  STRETCH 
MARKS. 

ANOTHER  PRODUCT  FROM  HEALTH-AID  WITH  PROVEN 
CONSISTENT  REPEAT  SALES  OVER  AND  OVER  AGAIN. 

AVAILABLE  FROM  PHARMADASS  LTD: 
16  AINTREE  ROAD,  GREENFORD,  MIDDLESEX  UB6  7LA. 
TEL:  081-991  0035.  FAX:  081-997  3490 
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Unichem  have  added  two  analgesics  to  their  range.  Pain 
Relief  Syrup  for  Children  (150ml,  £1.86)  is  a  sugar-free 
formulation  of  125mg  paracetamol  per  5ml,  suitable  for 
children  aged  three  months  to  six  years.  Soluble 
Paracetamol  Seltzers  each  contain  paracetamol  500mg  and 
sodium  bicarbonate  l,342mg  in  an  effervescent  base  (24, 
£1 .49).  Trade  discounts  of  20  per  cent  off  the  launch  prices 
will  be  available  for  both  products  during  May  and  June. 
Unichem.  Tel:  081-391  2323 


Seven  Seas  invest  in 
Press  campaign 


Seven  Seas  are  investing 
£1  million  in  a  Press 
campaign,  running  from  now 
until  the  end  of  August. 

The  campaign,  called 
Health  Notes,  features 
advertisements  in  women's 
magazines  and  Sunday 


supplements  and  in  national 
newspapers. 

The  advertisements  are 
designed  to  promote  the 
benefits  of  supplements  and 
Seven  Seas  Berries.  Seven 
Seas  Health  Care  Ltd. 
Tel:  0482  75234. 


Cutex  add  shine 


Three  products  have  been 
added  to  the  Cutex  range. 
They  are  Satin  Lip  Shine, 
Lip  Fix  and  Nail  Builder. 

Satin  Lip  Shine  (£2.99) 
contains  vitamin  E  and 
sunscreen  to  protect  lips, 
giving  a  sheer  satin  finish. 


Lip  Fix  (£2.99)  helps  lipstick 
last  longer,  says  the 
company.  Nail  Builder 
(£3.99)  is  designed  to 
strengthen  and  protect  nails 
and  comes  with  a  leaflet. 
Rimmel  International. 
Tel:  071-637  1621. 


The  Disprin  range  is  being  relaunched  this  month  with  new 
packaging  and  an  improved  flavour  for  original  Disprin. 
Reck itt  &  Colman  will  be  supporting  the  brand  with  a  spend 
of£l  million  behind  a  new  television  commercial  in  July. 
New  point  of  sale  material  will  also  be  introduced  to 
complement  the  new  packs  and  add  extra  shelf  impact,  say 
Reckitt  &  Colman.  Tel:  0482  26151. 
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NEW  DOVE  IS  NOT  A  SOAP 


"Since  I  started  using  Dove  J  have  no  dry  patches. 
My  skin  is  soft  everywhere  now. " 
SANDRA  COSSOU 


IT  CONTAINS  74  MOISTURISING  CREAM 


"Dove  makes  my  skin  feel,  dare  I  say  it,  younger. 
Like  it's  got  some  life  in  it.  Which  is  nice." 
JACQUI  ARNAUD 


AND  IT'S  BETTER  FOR  BUSINESS,  TOO. 


New  Dove  has  a  revolutionary  consumer 
benefit  commanding  a  premium  price,  which 
generates  a  significantly  higher  return  than 
traditional  toilet  soap. 

It  has  already  achieved  market  leadership  in 
the  US  and  Europe  and  we're  confident  that  it 
will  do  the  same  here. 

But  don't  just  take  our  word  for  it.  Look  out 
for  Jacqui,  Sandra  and  other  convinced 
customers  on  TV 


cDove 

-na  Idratante    1/4  Moisturising  Cream 


£3.5M-Ufe 


ND  ON  TV  TESTIMONIALS 


LEVEt 


On  TV  Next  Week 


Oils  for  relaxation 


Aromatherapist  Pamela 
Drew  has  developed  a  range 
of  body  oils  for  sale  through 
pharmacies  and  department 
stores. 

The  Mere  &  Willow  Body 
Oil  range  comprises  oils 
designed  to  alleviate  specific 
conditions  and  are  ready 
blended. 

The  range  will  be 
distributed  by  Perfumery 
Agencies.  It  comprises: 
revitalising  oil  with  geranium 
(100ml  £9.95)  for  fatigue; 
relaxing  oil  with  camomile 
(100ml  £9.95)  for  stress  and 
insomnia;  Bodv  toner  with 
lemon  (100ml  £9.95)  for 
tired  skin  and  cellulite; 
travel  fatigue  oil  (100m. 
£9.95);  oil  of  the  senses  with 
ylangylang  (100ml  £9.95)  to 
induce  relaxation. 


The  Mere  &  Willow  range 
will  he  supported  by  testers 
in-store,  sample  phials  and  a 
consumer  leaflet  on 


aromatherapy  and  massage 
techniques.  Perfumery 
Agencies.  Tel:  081-646 
0344. 


Independent  benefits 
from  Falcon 


Smithkline  Beecham  are 
feeling  generous  towards 
independent  pharmacists, 
offering  200ml  Falcon  Firm 
Hold  and  Extra  Bold 
Hairspray  in  a  "six  for  five" 
promotion. 

The  deal  starts  at  the  end 
of  April  and  will  continue 


until  stocks  last,  say 
Smithkline  Beecham. 

The  company  is  offering 
additional  added  value  by 
including  an  extra  25ml  with 
the  200ml  size  and  an  extra 
50ml  with  the  300ml  sizes. 
Smithkline  Beecham.  Tel: 
081  560  5151. 


Natrena 
samples 

Scholl  are  giving  away 
Natrena  sachets  in 
pharmacies  until  June  25. 
Counter  units  are  available, 
with  a  mug  attached  to  hold 
sachets.  Consumers  are 
offered  a  120-tablet  pack 
with  refills  bought.  Scholl. 
Tel:  0582  482929. 


GTV  Grampian              C4  Channel  4 
B  Border                     U  Ulster 
BSB  British  Sky             G  Granada 
C  Central                     A  Anglia 
CTV  Channel  Islands       TSW  South  Wes 
LWT  London  Weekend    TTV  Thames  Tel 

TV-am  Breakfast 
Television 

STV  Scotland  (central) 
Y  Yorkshire 
HTV  Wales  &  West 
evision    TVS  South 

TT  Tvne  Tees 

Alberto  Culver  V05 

LWT,  TTV 

Bodyform  Plus    All  areas  except  G,  C,  CTV,  C4  &  TV-am 

Brut:  All  areas  except  CTV.  LWT,  TTV,  TVS,  C4,  TV-am 

Impulse  Bodyspray 

All  areas  except  C4 

Le  Condom: 

All  areas 

Listerine: 

GTV,  B 

Lux  bath  foam  &  shower  gel: 

All  areas 

Lux  Facial  Wash: 

All  areas 

Lynx  roll-on:                     All  areas  except  C4,  TV-am 

Migraleve: 

All  areas 

Peaudouce  Step  by  Step  Nappies: 

TV-am 

Rennie: 

GTV,  G,  C,  TSW,  TVS 

Silkience  hair  care  range: 

All  areas 

Slim-Fast: 

All  areas 

Wella  Balsam  &  Conditioner:  All  areas  except  CTV,  TV-am 

Wella  Wash  &  Care  3  in  1 :   All  areas  except  CTV  &  TV-am 

Wrigley's  Extra  &  Orbit:     G ,  A , 

HTV,  TSW,  TVS  &  LWT 

For  mouth  ulcers,  sore  gums  or  rubbing 
dentures,  nothing  relieves  the  pain  faster  than 
Medijel.  The  lignocaine  formulation  of  its  gel  and 
soft  pastilles  kills  that  pain  in  seconds.  And  its 
antiseptic  helps  to  control  infection. 

SOFT  PASTILLES  FOR  MOUTH  ULCERS        „  i 


MOUTH 
ULCERS 


MEDIJEL 

FAST  EFFECTIVE,RELIEF  FROM  MOUTH  ULCERS, 
SORE  GUMS  AND  DENTURE  RUBBING 


DENDRON  LTD,  94  RICKMANSWORTH  ROAD.  WATFORD,  HERTS  WD1  7JJ 
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THE 
MANY 


OF 

LUX 
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8  i  a  u  i  v  soap  — ' / 
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Lux  -  the  World's  biggest  soap  brand, 
selling  a  staggering  5  million  bars  every  day. 

Today  -  attitudes  are  changing  and  so  is  Lux. 

Introducing  a  range  of  bath  shower  and 
facial  wash  products. 


® 


WHY  SHOULD  YOU  STOCK  THESE  LINES? 

YOU  SHOULDN'T  -  UNLESS  YOU  WANT 

ft  NEWCUSTOMERS 

ft  FASTTURNOVER 

ft  GREAT  MARGINS 

ft  SALE  OR  EXCHANGE 

ft  FREE  POINT  OF  SALE 

A  FREE  SAMPLES 

ft  FREE  TRAINING 

ft  PERSONAL  SERVICE 

AND  FANTASTIC  "STARTER  OFFER" 

GIVING  YOU  OVER  200%  MARK  UP 

GET  DETAILS  NOW  !  ! 

SALES  ENQUIRIES  -  PHONE  0484  85241 1 
OR  SEND  IN  THE  COUPON 


Please  rush  me  details  of  the  Starter  Offer.  C&D5/92 
I  would  like  a  Representative  to  call  [J 

Company  Name:   

Contact  Name:   

Address:   

Tel.  No:   

Davina  Health  &  Fitness  Ltd. 

International  House,  Nunnery  Drive,  Sheffield  S2  1TA 
Tel.  0742  738090    Fax.  0742  757163 


Dove  on  the  cover 


Lever  Brothers'  recently 
launched  Dove  cleansing  bar 
is  to  be  supported  this 
month  by  a  £500,000  Press 
campaign. 

In  addition  a  40g  trial  size 
bar  of  Dove  appears  as  a 
front  cover  mount  on 
Woman  magazine. 

Dove  is  said  to  be  the 
number  one  cleansing  bar  in 
the  US,  with  sales  reaching 
over  $100  million.  Lever 
Brothers.  Tel:  081-541 
8200. 


Homoeopathy  range 
for  pets 


Weleda  have  introduced  a 
range  of  ten  homoeopathic 
remedies  to  maintain  the 
health  of  household  pets. 
Each  remedy  is  labelled 
"For  animals"  and  has  a 
potency  of  6c,  retailing  at 
£2.95.  The  range  includes 
Nux.  vom,  suggested  for 
digestive  upsets;  Arnica, 
suggested  for  accidents  and 
injury;  and  Gelsemium,  for 
attacks  of  fear  before  shows, 


for  example. 

Although  the  remedies  are 
already  available  in  the 
mainstream  range  which  can 
be  used  for  pets,  Weleda  say 
the  pet  range  will  increase 
consumer's  awareness  that 
homoeopathy  can  be  used 
with  animals.  The  range  will 
be  available  to  pharmacies, 
health  stores  and  pet  shops. 
Weleda  (UK)  Ltd.  Tel: 
0602  309319. 


Mini  fragrances 


Penton  Hall  Marketing  have 
been  appointed  UK 
distributor  for  minature 
fragrance  collection  packs, 
previously  available  only  in 
dutv  free  outlets. 

The  packs  retail  at  £14.95 
each  and  contain  a  selection 
of  five  miniature  fine 
fragrances,  including  brands 


such  as  Worth,  Boss,  Gucci, 
Gianni  Versace  and 
Balmain.  The  trade  price  is 
£7.95  per  pack.  A  counter 
merchandiser  and  window 
display  material  are 
available.  For  further  details 
contact  Paul  Hughes  at 
Penton  Hall  Marketing. 
Tel:  0628  521070. 


Amcor  move 

Medielite  pic  are  the  new 
distributors  for  Amcodale  Ltd 
to  the  pharmacy  sector. 
Medielite  will  distribute  the 
Amcor  range  of  ionisers  and 
air  purifiers.  Medielite  pic. 
Tel:  081-8414144. 

A  wise  move 

Wisdom  are  slashing  14p  off 
of  the  price  of  their  angled 
toothbrush  to  the  price  of 
£1.35.  The  Angled  toothbrush 
has  a  head  angled  at  1 1 
degrees  and  a  polycarbonate 
handle.  Addis.  Tel:  0992 
584221. 

Denture  change 

Stafford-Miller  are 
reformulating  and 
repackaging  their  Wernets 
and  Poli-Grip  denture 
products.  The  new  stock  will 
be  available  from  June. 
Stafford-Miller.  Tel:  0707 
331001. 

On  video 

A  series  of  videos  on  living 
with  diabetes  has  been 
produced  by  the  British 
Diabetic  Association.  The  six 
videos  are  aimed  at  parents, 
teenagers,  17-25  year-olds, 
insulin  dependent  and 
non-insulin  dependent 


diabetics,  and  one  also  covers 
diet.  They  are  suitable  for 
group  discussion  or  use  at 
home.  Each  video  costs  £9.99 
from  The  British  Diabetic 
Association,  10  Queen  anne 
Street,  London  W1M  OBD. 

Ovex  promotion 

Janssen  are  launching  a 
promotional  campaign  for 
Ovex,  including  adverts, 
educational  information  for 
pharmacy  assistants  and  a 
nationwide  campaign  aimed  at 
school  nurses.  Janssen 
Pharmaceutical  Ltd.  Tel: 
0235  772966. 

Bigger  Benylin 

A  300ml  size  of  Benylin 
Non-Drowsy  for  Chesty 
Coughs  is  now  available 
(300ml,  £4.85).  Warner 
Lambert  Health  Care.  Tel: 
0703  620500. 

Juicy  addition 

Gerber  Foods  have  introduced 
a  range  of  long  life  fruit  juices 
under  the  Outspan  brand 
name.  The  range  comprises 
Outspan  orange  juice  in  1  litre 
and  200ml  sizes;  grapefruit 
juice  in  1  litre  packs;  Outspan 
breakfast  juice,  a  mix  of 
orange  and  grapefruit,  in  1 
litre  packs.  Gerber  Foods. 
Tel:  081-446  1424. 
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A  HIT 


Introduced  only  last  year,  IBULEVE  ibuprofen  gel  has  become  one  of  the  most 
dramatically  successful  product  launches         Demand  has  been  so  phenomenal, 
that  IBULEVE  is  already  brand  leader!  And  now,  in  addition  to  our  high  impact 
press  advertising,  we're  rolling  out  our  explosive  nationwide  TV  campaign. 
So  the  brand  leader's  going  to  be  even  bigger. 
Stock  up  now,  or  you  won't  know  what's  hit  you. 


IBULEVE 

IBUPROFEN  GEL 

FOR  THE  RELIEF  OF  BACKACHE,  RHEUMATIC  AND 
MUSCULAR  PAIN,  SPRAINS  AND  STRAINS 

Apply  directly  to  the  point  of  pain 


FOR  THE  RELIEF  OF  BACKACHE,  RHEUMATIC  AND 
MUSCULAR  PAIN,  SPRAINS  AND  STRAINS 

PAIN  RELIEF  WITHOUT  PILLS 


DISTRIBUTED  BY  DDD/TJENDRON  LTD,  WATFORD,  HERTS  WD1  7JJ 


Our  Ready-to 
up  its  sleeve 


The  boxes  have  gone  and  in  their  place  are  bright, 
new,  colour-coded  sleeves. 

Nutrilon  Premium,  in  green,  and  Nutrilon  Plus,  in 
blue,  make  a  colourful  display  that's  guaranteed  to 
attract  parents  in  droves  this  Summer. 

Cow  &  Gate  Ready-To-Feed  babymilks  are  more  'ready' 
than  any  others.  So  don't  get  caught  out  -  get  stocks  in. 


ias  got  something 


Ready 


No  carton  to  open.  No  mixing 
required.  In  short,  no  more  fuss. 


Set 


F 


Just  attach  sterile  teat  unit 

(Bottles  compatible  with  most  makes  of  teat  units) 


It's  Ready-to-Feed 


:astmilk  is  the  best  food  for  babies.  The  purpose  of  infant  milk  formula  is  to  replace  breastmilk 
en  a  mother  cannot,  or  chooses  not  to  breastfeed.  The  cost  of  infant  milk  formula  should  be 
isidered,  and  medical  advice  taken,  before  deciding  how  to  feed  a  baby. 

&  Gate  Ltd.,  Trowbridge,  Wiltshire  BAH  OXQ.  Tel:  0225  768381 


The  Babyfeeding  Specialists 


I  ALL  PEAK  FLOW  METERS 

ARE  NOT  THE  SAME! 


There's  something  different 
about  the  new  Pulmo-Aide 
Vitalograph  Peak  Flow  Meter 
which  sets  it  apart  from  all  the 
others  on  the  shelves. 

Increased  patient  compliance. 

As  the  patients  must  use  the 
Peak  Flow  Meter  themselves, 
every  effort  has  gone  into 
making  the  Pulmo-Aide 
Vitalograph  Peak  Flow  Meter 
particularly  simple  and 
convenient  for  patients  to  use. 
Its  unique,  slimline  shape 
means  that  it  can  simply  be 
slipped  into  a  pocket  and 
carried  anywhere,  encouraging 
the  patient  to  use  it  as 
prescribed. 

A  major  new  promotion  is  now 
underway  to  G.P.'s  throughout 
Britain,  aimed  at  increasing 
their  awareness  of  the  benefits 
of  prescribing  Peak  Flow  Meters 
and  how  the  Pulmo-Aide 
Vitalograph  Peak  Flow  Meter  in 


PULM0-AID| 


particular  can  help  to  increast 
patient  compliance. 
Prescriptions  are  bound  to 
increase,  so  be  sure  to  carry 
stock. 

And,  the  next  time  you're  ask; 
to  fill  a  prescription  for  la  Pea ; 
Flow  Meter',  be  sure  to  offer  j 
them  the  instrument  that's  null 
convenient  and  simple  to  use| 
the  Pulmo-Aide  Vitalograph 
Peak  Flow  Meter. 

Because  all  Peak  Flow  Meter 
are  not  the  same. 

Pulmo-Aide  Vitalograph  Peal 
Flow  Meters  are  available  fro 
your  regular  local  wholesaler 


FOUNDER  SPONSOR 

BREATHE EASYCLUB 


[  DEVILBISS 

us 

HEALTH  CARE 
WORLDWIDE 

DeVilbiss  Health  Care  UK  Limited,  Airlinks,  Spitfire  Way,  Heston,  Middlesex  TW5  9NR.  Telephone:  081-756  1133  Fax:  081-573  1769 


Which  two 
major  names 

have 
discovered 
a  niche 
in  the  market? 


WATCH  THIS 
SPACE 


Mawhinney  responsible 
for  pharmaceutical  care 


Dr  Brian  Mawhinney,  Minister  for 
Health,  is  to  take  responsibility  for 
primary  care  services,  including 
pharmaceutical  services,  in  the  new 
Ministerial  team  at  the  Department 
of  Health. 

Virginia  Bottomley,  Secretary 
lor  Health,  announcing  the 
responsibilities  said:  "This  excellent 
new  team  draws  together  the 
combined  resources  of  experienced 
Ministers  and  new  blond." 


Mrs  Bottomley  also  said  she  was 
pleased  to  have  been  able  to 
strengthen  the  team  by  appointing 
an  extra  Parliamentary  Secretary, 
responsible  for  social  services  and 
community  care. 

Also  among  Dr  Mawhinney's 
responsibilities  are  the  NHS 
reforms,  including  Trusts  and  GP 
fund-holding,  general  medical, 
dental  and  ophthalmic  services  and 
health  education  and  promotion. 


(  Mlier  allocations  include:  Tim 
Yeo  —  personal  social  services  and 
services  for  children,  the  elderly, 
mentally  ill,  mentally  handicapped 
and  disabled;  Tom  Sackville  - 
acute  services,  the  patient's  Charter, 
Next  Steps  agencies,  patient 
confidentiality  and  family  planning; 
Baroness  Cumberlege  —  women's 
health,  nursing,  hospices.  AIDS, 
environmental  health,  food  hygiene 
and  green  issues  in  the  NHS. 


Gastro-intestinal  prescriptions  rise  fastest 
in  both  number  and  cost 


Prescription  items  for  medicines 
acting  on  the  gastro-intestinal 
system  rose  fastest  in  terms  of  cost 
and  number  in  1990,  according  to 
the  latest  Department  of  Health 
statistics. 

The  average  cost  per  item  for  GI 
drugs  increased  by  12  per  cent 
against  an  average  of  8  per  cent  for 
all  drugs,  says  the  report. 

The  cost  of  drugs  acting  on  the 
central  nervous  system  increased  to 
equal  the  cost  of  the  musculo- 
skeletal group.  However,  the  total 
cost  of  cardiovascular  drugs  was 
more  than  for  any  other  therapeutic 
group. 

Pharmacy 

trial 
compares 
remedies 

A  study  carried  out  in  community 
pharmacy  has  shown  chat  Arret 
controlled  diarrhoea  in  just  under 
three  hours  on  average  compared  to 
over  19  hours  for  kaolin  and 
morphine  mixture  BP. 

The  study  also  showed  that  a 
significantly  higher  percentage  of 
patients  taking  Arret  needed  only 
one  dose  to  stop  their  diarrhoea  (35 
per  cent  compared  with  8  per  cent 
taking  kaolin  and  morphine). 

Although  a  previous 
comparitive  trial  in  general  medical 
practice  showed  that  loperamide 
had  a  faster  onset  of  action  and 
controlled  diarrhoea  more  quickly, 
no  data  was  available  comparing  the 
activity  of  either  drug  within  24 
hours  of  initial  dosing. 

Thirteen  pharmacies  and  85 
patients  aged  18-69  took  part  in  this 
latest  study;  five  failed  to  complete 
the  trial.  The  study  was  one  of  the 
first  to  be  carried  out  in  a 
community  pharmacy  environment 
and  demonstrates,  according  to 
Janssen,  the  important  contribution 
patients  and  pharmacists  can  make 
in  providing  high  quality  clinical 
data. 


The  bulletin  also  shows  that  the 
basic  cost  of  medicines  dispensed  by 
pharmacists  in  England  rose  by 
.£197  million  to.£2()79m  in  1990,  up 
10  per  cent.  The  number  of  items 
increased  by  2  per  cent  to  361  m. 

Information  is  presented  on 
prescriptions  by  therapeutic  group 
and  region,  the  number  and  cost  of 
exempt  items,  and  the  number  of 
pharmacies.  There  is  also  a  section 
on  benzodiazepine  prescribing  and 
drugs  for  asthma. 

Main  findings  include: 

•  The  average  cost  ol  a 
prescription  item  increased  by  8  per 
cent  to  £5.77 

•  ( )n  average  each  person  had  7.6 


items  prescribed  at  a  basic  cost  of 
£43.77 

•  Twi  1 1  tut  ( il  every  five  prescription 
items  were  written  generically 

•  The  C(  ist  per  persi  in  <  if  medicines 
continued  to  be  higher  in  the  north 
(Mersey,  North  Western  and 
Northern  Regional  Health 
Authorities)  than  in  the  south 
(Oxford  and  North  West  Thames 
RHAs). 

"Prescriptions  dispensed  by 
pharmacy  and  appliance 
contractors  in  England  1980-1990" 
(£2.00)  is  available  from  the 
Department  of  Health,  Information 
Division,  Cannons  Park,  Stanmore, 
Middlesex  HA7  1AY. 


PSNI  Council  report 


PPET:  PSNI  nominate  two 
more 


The  Council  of  the  Pharmaceutical 
Society  of  Northern  Ireland  is  to 
increase  the  number  of  Council 
nominees  on  the  Postgraduate 
Pharmaceutical  Education  and 
Training  Committee  (PPET)  from 
two  to  four. 

A  recent  meeting  of  the  Council 
heard  that  a  letter  was  received  from 
the  management  executive 
confirming  their  agreement  to  the 
Council's  request. 

The  Council  was  concerned  that 
there  was  an  imbalance  in  the 
number  of  members  of  the  PPET 
who  were  pharmacists  in 
community  practice. 

The  Southern  Health  and  Social 
Services  Board  have  confirmed  that 
the  Society's  nominees,  MrC.  Watts 
MPSI  and  Mrs  O.M.  Collins  MPSI 
have  been  appointed  to  serve  on  the 
Board's  Pharmacy  Practice 
Committee. 

Also  at  the  meeting.  Dr  Terry 
Maguire  reported  on  the  pre- 
registration  students'  management 
course  held  on  April  2-3.  He 
thanked  all  those  who  had  taken 
part  in  the  meeting. 

Pharmacy  Day  1992  will  be  held 
in  the  Society's  house  on  May  10 
from  10am  to  4pm,  the  meeting 


heard.  The  theme  for  the  day  will  be 
"Pharmacy:  Which  way  to  health?" 
and  speakers  will  include  David 
Dickinson  (Editor,  Which?  Way  to 
Health),  Roger  Odd,  Adrian 
Korsner  and  Jeremy  Clitherow. 

The  day  will  also  include  an 
exhibition  of  point  of  sale  systems, 
a  display  of  fixtures,  fittings  and 
design  concepts,  and  a 
demonstration  of  the  Nomad  unit 
dosage  system. 

The  following  applications  for 
registration  as  students  were 
approved  on  the  motion  of  Dr 
Maguire,  seconded  by  Mr  Kerr: 

Julie  Mary  Cann,  Castlerock,  co 
Derry;  Valerie  Elizabeth  Florence 
Jackson,  Dromore;  Graham 
Edmund  Joyce,  Lisbum,  co  Antrim; 
Thomas  Mark  McBride.  Armagh; 
Deborah  Mary  McGarry.  Belfast; 
David  Samuel  McKee,  Ballymena, 
co  Antrim;  Ann  Jill  O'Conor, 
Belfast;  Tara  Diane  Pollock, 
Belfast,  and  Glen  Tyrrell, 
Ballymena,  co  Antrim. 

The  Council  also  heard  of  the 
visit  by  the  president  and  the 
secretary  to  the  Ulster-American 
Folk  Park  where  the  president  had 
opened  the  Park's  latest  acquisition 
-  Hill's  Medical  Hall. 
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Oral-B  brushes  away  the 


competition 


As  the  state  of  the  nation's  dental  health  improves,  the  market  for  oral  hygiene  products  has  more  than 
kept  pace  —  the  British  public  are,  quite  simply,  putting  their  money  where  their  mouth  is.  Oral-B 
Laboratories,  the  number  one  company  in  the  toothbrush  and  floss  markets,  report  on  market 
developments  and  explains  why  oral  hygiene  points  to  big  business  for  pharmacy  retailers 


Lastyearthe  British  public  spent 
£63  million  on  toothbrushes,  a 
market  which  has  shown  nearly 
a  40  percentage  point  value 
growth  in  only  four  years.  As 
brand  leader  with  a  37  per  cent 
value  share  of  the  pharmacy 
sector  —  a  7  percentage  point 
lead  over  the  nearest  competitor 
—  Oral-B  has  firmly  established 
itself  asthe  driving  force  behind 
market  growth  through  product 
innovation. 

Indicator  success 

The  most  convincing  evidence  of 
this  has  been  the  success  of  the 
Oral-B  Indicator  toothbrush. 
With  its  unique  band  of  wear- 
sensitive  filaments,  it  is  the  only 
toothbrush  which  provides 
consumers  with  a  visual 
reminder  of  when  itistimeto 
replace  their  brush  due  to  wear. 
Not  only  does  it  satisfy  a  real 
consumer  need,  the  Oral-B 
Indicator  is  fuelling  market 
growth  by  encouraging  more 
frequent  replacement  in  line 
with  dental  recommendation. 

Indicator  has  already 
grabbed  a  6.5  per  cent  value 


share  of  the  independent 
pharmacy  sector  and  the  future 
of  the  company's  number  one 
position  looks  guaranteed. 
Research  into  brand  loyalty 
shows  that  nearly  70  per  cent  of 
users  claim  they  will  continue  to 
use  Indicator. 

Product  manager  Jenny 
Wright  explains  the  reasons 
behind  the  success  of  the 
product:  "Quite  simply  there  isa 
real  consumer  demand. 
Statistics  show  that  people  in  the 
UK  change  their  toothbrush  on 
average  only  once  every  ten 
months.  However,  a  worn 
toothbrush  is  less  effective  at 
cleaning  and,  asa  meansof 
encouraging  frequent 
replacement,  the  dental 
profession  recommend  a  change 
every  two  to  three  months.  Yet 
the  rate  of  wear  depends  very 
much  on  an  individual's 
brushing  habits.  Indicator  shows 
consumers  when  it  is  time  to 
replace  their  toothbrush  due  to 
wear,  rather  than  relying  on  the 
three  month  guideline.  Our 
research  demonstrates  that 
consumers  like  the  product  and 
will  continue  to  use  it." 


Award  honour  for  Indicator 

The  American  Marketing  Association  (AM  A)  has  awarded 
a  "Gold  Edison"  to  the  Oral-B  Indicator  toothbrush  for 
innovative  excellence. 

Each  year,  a  panel  of  300  senior  level  marketing  and 
advertising  executives  select  the  best  new  products  in  25 
categories.  Criteria  used  to  select  the  winners  includes 
marketplace  success,  technological  innovation,  lasting 
value  and  impact  on  consumers'  lifestyle. 

Past  award  recipients  include,  Sony  Video  Walkman, 
the  Honda  Acura  NSX  and  the  Gillette  Sensor  razor. 


So  confident  are  Oral-B  of 
the  product's  acceptance,  that 
new  variants  are  being 
introduced  to  give  wider 
consumer  choice.  The  first  of 
these  is  Indicator  Angle,  which 
give  consumers  the  option  of 
selecting  an  angled  brush  with 
the  same  benefits  of  the 
Indicator  filaments,  also 
Indicator  30  with  a  smaller  brush 
head, has  been  added  to  the 
original  range. 


Floss  growth 

While  the  future  of  the 
toothbrush  market  looks 
remarkably  healthy,  the  floss 
sector  has  also  emerged  as  the 
success  story  of  the  1 990s  — 
currently  worth  some  £5  million, 
the  value  of  the  overall  floss 
market  has  grown  by  almost  40 
per  cent  in  only  four  years. 

Dental  floss  is  a  massive 
opportunity  and  the  success  of 


this  sector  is  hardly  surprising, 
say  Oral-B.  Angela  McBride, 
product  manager  for  floss 
comments:  "It  is  clear  that 
consumers  are  becoming 
increasingly  aware  of  the 
importance  of  regular  flossing. 
Floss  usage  has  more  than 
doubled  in  onlyten  yearsand 
now  20  percent  of  the  UK 
population  use  dental  floss. 
Retailers  can  only  benefit  from 
thistrend  towards  better  oral 
care,  and  again  Oral-B  are 
leading  the  way." 

The  Oral-B  brand  accounts 
for  nearly  half  of  all  sales  in 
value  terms  within  the 
independent  pharmacy  sector, 
while  within  the  overall  floss 
market  Oral-B  estimates  they 
have  achieved  the  number  one 
position  with  a  32  per  cent 
sterling  share. 

The  company  is  committed  to 
expanding  the  market  and 
encouraging  increased  usage 
through  product  development, 
and  it  is  confident  that  the 
future  lies  in  giving  consumers 
products  which  make 
interdental  cleaning  easier.  At 
the  end  of  last  year  Oral-B 
introduced  a  new  improved 
range  of  flatter  floss  formulated 
with  an  easy-glide  coating  to 
reduce  fraying  and  shredding  in 
use  —  highlighted  in  research  as 
a  major  reason  why  people  are 
discouraged  from  flossing. 

Expert  advice 

Underlying  and  supporting  the 
company's  success  in  the  oral 
care  market  is  its  heritage  of 
dental  endorsement.  More 
dentists  use  and  recommend 
toothbrushes  and  dental  floss 
from  Oral-B  than  any  other 
brand.  Dental  usage  is  key. 
What  better  vote  of  confidence 
can  there  be  for  an  oral  hygiene 
product  than  a  dentist  actually 


Dental  Floss 

Unwaxed 

Recommended  by  Dent/sin  &  Hyeiemw. 


Dental  Floss 

Mini  Waxed 


Recommended  by  Dentists  A  Hygienists 


Un  waxed 
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Mint  Waxed 
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using  it  —  after  all  they  are  the 
experts. 

Dentists  play  an  important 
part  in  educating  the  consumer 
about  the  right  products  to  use. 
They  play  a  key  role  in 
influencing  purchasing  decisions 
and  driving  the  customer  into 
pharmacies  to  buy  products 
from  the  Oral-B  range.  This  is 
particularly  important  for  dental 
floss,  as  well  as  other  interdental 
products,  because  these  are 
generally  considered  purchases, 
often  prompted  by  dental 
recommendation. 

As  a  key  health  adviser  who  is 
easily  accessible  in  the  local  High 
Street,  the  pharmacy  can  advise 
the  consumer  on  the  right  choice 
of  product  and  is  naturally  well 
placed  to  take  advantage  of  the 
trend  towards  better  oral  care. 


Effective  display 

With  the  range  of  toothbrushes 
and  interdental  products 
available,  effective 
merchandising  is  also  key. 

Oral-B  have  invested 
substantially  in  developing 
merchandising  which  meet  the 
needs  of  both  the  retailer  and 
the  consumer.  The  company  has 
overcome  the  retail  pharmacists' 
dilemma  —  limited  shelf  space 
and  the  need  to  display  a  variety 
of  products  to  maximum  effect 
—  with  modular  merchandising 
units  which  hold  a  full  range  of 
both  toothbrushes  and 
interdental  products.  The  units 
slot  together  and  ensure  the 
products  remain  upright  and 
clearly  visible  at  all  times  so  a 
tidy  display  can  be  easily 


maintained. 

In  addition,  dental  floss  can 
be  displayed  utilising  a  two-tier 
merchandising  system  which 
holds  up  to  48  blister  packs. 
These  space  saving  formats 
maintain  a  strongly  branded  and 
effective  display  to  enable  easy 
selection  by  consumers. 

S;ilcs  support 

A  leading  market  position  and 
strong  dental  endorsement  are 
factors  critical  to  retailers  when 
considering  which  products  to 
stock,  and  Oral-B  are  committed 
to  maintaining  their  level  of 
success. 

With  a  £1 .5  million  spend  in 
1 992,  television  advertising  is  a 
major  part  of  their  marketing 
activity.  Last  month  the  highly 
effective  "Rob  the  Dentist"  TV 
commercial,  featuring  Indicator 
with  Dental  Floss  appearing  in 
the  end  frame,  was  on  air 
nationwide. 

Oral-B  also  are  a  strong 
promotional  calendar  in  support 
of  their  product  range  offering 
considerable  incentives  to  the 
chemist  retailer.  Running  until 
theendofJune,theOral-B 
cashcard  promotion  invites 
stockists  to  earn  a  cash  refund 
when  they  place  an  order 
through  their  Oral-B  sales 
representive. 

It  is  a  collector  scheme  with 
one  token  issued  for  each  one 
dozen  product  ordered, 
including  toothbrushes,  dental 
floss  and  interdental  products. 
Twenty  tokens  qualifies  for 
a  £1 0  refund  with  each 
additional  ten  tokens  gaining  a 
further  £5. 

In  addition,  the  company  is 
actively  encouraging  dental 
floss  trial  and  ultimately 
purchase  with  a  massive 
consumer  sampling  effort 
through  dental  surgeries  from 
which  chemist  retailers  can  only 
benefit 

With  national  TV  support, 
strong  promotions  and  display 
tailored  to  the  pharmacy,  Oral-B 
are  set  to  further  build  on  their 
current  number  one  position 
and  retailers  should  be  prepared 
to  cash  in. 


Crowning 
Glory 

Although  1 991  was  not  a  swinging  year  for 
the  haircare  market,  manufacturers  have 

launched  a  stream  of  products  set  to 
improve  hair  shine,  body,  condition,  curl, 
hold,  colour  —  and  hopefully  sales! 
Sarah  Purcell  reports 


While  manufacturers  in  the 
haircare  sector  are  developing 
products  that  will  add  body  and 
healthy  shine  to  your  hair,  the 
market  as  a  whole  has  remained 
static  over  the  past  year,  in 
contrast  to  a  booming  five  years 
when  the  average  annual 
increase  was  1 0  per  cent.  It  is 
currently  worth  £642  million 
(AGB  Superpanel,  year  to  March 
15  '92).  The  manufacturers 
blame  the  recession,  while  the 
marketeers  strive  to  keep  public 
interest  by  developing  ever 
more  innovative  products. 

Certain  sectors,  however,  are 
defying  the  general  trend  and 
showing  good  growth. 
Shampoos  have  increased  by  6 
per  cent  on  last  year's 
performance,  due  to  the 
continued  growth  of  2  in  1 
shampoo  and  conditioner 
products,  which  now  account 


for  one  third  of  purchases. 
Another  result  of  the  2  in  1 
phenomenon  is  increased  prices 
which,  says  managing  director 
at  Schwarzkopf  Philip  Luckett,  is 
a  good  thing  for  the  market. 
The  new  generation  of  styling 
sprays  had  an  excellent  year, 
with  growth  of  20  per  cent. 
Conditioners,  which  many 
thought  would  suffer  badly 
from  the  effects  of  2  in  1s,  have 
grown  1  percent,  achieving 
sales  of  £76. 5m.  Growth  has 
been  fuelled  by  intensive 
treatments,  particularly  hot  oils. 

Colourful  sales 

Colourants  had  a  good  year, 
increasing  by  3  per  cent,  due  to 
the  growing  popularity  of 
semi-permanents.  According  to 
Bristol-Myers  the  sector  is  worth 
£73. 4m,  with  24  per  cent  down 
to  semi-permanents.  Growth 


has  been  attributed  to  the 
recession  encouraging  more 
women  to  use  home  colourants, 
and  increased  consumer 
confidence  through  education. 
The  recession  has  had  little 
bearing  on  home  perms,  which 
remain  a  small,  static  sector. 
"There  is  much  more  of  a  worry 
factor  here  than  with 
colourants",  explains  Jon 
Norbury,  senior  product 
manager  at  Wella. 

Although  the  market  as  a 
whole  has  not  shown  much 
growth,  the  past  year  has  seen 
lots  of  activity  on  the  new 
product  front.  More 
manufacturers  have  added  a  2 
in  1  to  their  portfolio,  proving 
that  convenience  is  high  on  the 
list  of  consumer  priorities. 
Products  specifically  for  women 
with  curly  or  wavy  hair  (Taylor 
Nelson)  have  multiplied,  while 
the  growing  fashion  for  sleek, 
straight  hair  styles  has  given  rise 
to  the  first  products  to  achieve 
this  look  from  L'Oreal. 

Custom  made 

The  concept  of  a  product  for 
every  hair  need  has  caught  on 
and  seems  to  be  the  way 
forward  for  the  market.  At 
Wella  Jon  Norbury  sees  the 
market,  particularly  for 
shampoos,  as  becoming 
increasingly  divided:  on  one 
side,  multi-action,  convenience 
products;  on  the  other, 
specialist,  niche  products  for 
individual  use.  At  L'Oreal 
marketing  manager  Val  James 
sees  traditional  family  brands 
suffering  as  a  result  of  this  split. 

Fashion  hairstyles  change 
frequently  and  many  are  too 
peripheral  to  make  much  of  an 
impact  on  the  hair  styling 
market.  Copied  from  the 
catwalks  of  the  world's  fashion 
shows  Hollywood  glamour 
styles,  particularly  shiny  pin 
curls,  have  seen  a  revival  in  the 
past  six  months.  At  Clairol 
Appliances  group  product 
manager  Simon  Bluring  has  seen 
the  trend  manifest  itself  in  a  rise 
in  sales  of  their  heated  rollers  (5 
per  cent  up  on  last  year),  and 
L'Oreal  introduced  Hot  Twirling 
Curls,  designed  for  use  with 
heated  appliances. 

Keep  it  natural 

However,  the  overriding  trend 
for  the  '90s  is  the  natural  look, 
with  a  shift  towards  longer  hair. 
Val  James  says  people  still  want 
to  style  their  hair,  but  they 
don't  want  it  to  look  obvious, 
while  "Keeping  hair  in  good 
condition  has  become 
increasingly  important". 

A  recent  Gamier  survey  has 
shown  that  67  per  cent  of 
women  aged  16-34  and  75  per 
cent  of  girls  aged  12-15  describe 
their  hair  as  "natural  looking". 
Some  77  per  cent  of  men  aged 
1 6-34  say  they  have  natural 
looking  hair  too. 

The  survey  also  revealed  that 
62  per  cent  of  women  want 
styling  products  that  leave  hair 
in  good  condition  —  a  far  cry 
from  the  gravity-defying  styles 
of  the  lates  seventies  and  early 
eighties!  Of  those  questioned, 
48  per  cent  of  girls  said  they  had 
long  hair  and  40  per  cent 
medium  length,  while  30  per 
cent  of  women  have  long  hair, 


44  per  cent  medium  length  and 
26  per  cent  short. 

Male  appeal 

British  men  are  finally  casting 
aside  their  prejudices  against 
styling  products  and  slowly 
catching  up  with  their  European 
peers.  They  are  changing  their 
preferences  too,  with 
traditional  gels  being  replaced 
by  mousses  which  giving  a  more 
natural  looking  finish,  says 
Caroline  Bird,  senior  product 
manager  for  Grafic  at  Gamier. 
As  the  number  of  women  using 
styling  products  (currently  77 
per  cent  aged  1 7-24)  nears 
saturation  point,  men  are  the 
obvious  target  area. 

Ecological  issues 

You  may  be  forgiven  for 
thinking  that  Green  has  lost 
some  of  its  steam.  What  has 
happened  is  that  consumers 
now  expect  products  to  be 
CFC-free,  biodegradeable  and 
packed  in  recyclable  containers. 
Perhaps  higher  on  the  agenda, 
especially  among  younger 
people,  is  that  products  are  not 
tested  on  animals. 

Jon  Norbury  says 
"Eco-friendly  is  becoming 
standard  in  all  products,  but  it  is 
no  longer  enough  to  sell  a 
product  —  it  must  be  able  to 
perform."  Being  part  of  a 
German-owned  company  Mr 
Norbury  is  aware  of  the 
differences:  "They  are  much 
Greenerthan  us  in  Germany. 
They  have  recently  introduced  a 
Green  Dot  system,  where 
products  are  marked  for 
recycling.  Pump  sprays  are  also 
much  more  popular." 

At  Gamier,  Caroline  Bird 
confirms  that  although 
ecological  issues  are  still 
important,  performance  is  the 
first  criteria  on  which  a  product 
is  judged. 

At  Schwarzkopf  Mr  Luckett 
says  Green  is  still  very  much  an 
issue  in  haircare.  However,  he 
says,  we  have  yet  to  see  a  truly 
ecological  shampoo  which 
competes  with  the  major  brands 
on  both  price  and  product 
performance. 

Pharmacy 
performance 

Pharmacy  share  of  the  haircare 
market  is  in  steep  decline,  with 
a  1 5  per  cent  drop  this  year 
(AGB  Superpanel).  There  can  be 
no  doubt  that  one-stop 
shopping  is  to  blame,  with 
grocers  increasing  their  market 
share  to  40.2  per  cent  this  year, 
although  year  on  year  growth 
has  slowed  to  3.5  per  cent.  The 
independent  pharmacy  is  still  in 
a  strong  position  in  the 
colourants  markets,  with  a  23.4 
per  cent  share. 

Personal  service  is  what 
pharmacy  and  grocers  have  not, 
and  it  should  capitalise  on  this, 
particularly  in  sectors  such  as 
colourants,  home  perms  and 
styling  aids.  According  to  Mr 
Luckett  at  Schwarzkopf  many  of 
the  pharmacies  which  specialise 
in  haircare  products  have  grown 
their  business,  and  he  puts  this 
down  to  good  service.  As  always 
merchandising  and  display,  say 
manufacturers,  could  definitely 
be  improved  and  help  sales. 
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2  in  1  mania 

The  advent  of  2  in  1  shampoos  and 
conditioners  has  changed  the  face  of  the 

market,  dividing  it  into  convenience 
products  on  one  side  and  salon-inspired, 
specialist  products  on  the  other 


It  comes  as  no  surprise  to  learn 
that  the  booming  2  in  1  sector  is 
one  of  a  long  line  of  products 
which  originate  from  America, 
where  convenience  is  all.  And 
what  may  first  have  appeared  to 
be  novelty  value  has  developed 
into  the  most  dynamic  area  of 
the  haircare  market.  Although  2 
in  Is  are  reaching  a  plateau  in 
terms  of  volume,  according  to 
Wella,  with  40  per  cent  of  the 
population  using  them,  the 
sector  is  increasing  in  value 
terms.  Wella  took  the  concept  a 
step  further  (which  has  also 
come  from  the  States)  with  the 
launch  in  October  of  Wash  & 
Care  Plus,  a  3  in  1  which  claims 
to  clean,  condition  and 
strengthen  hair,  using  an 
ingredient  called  Byogen.  The 
company  anticipates  similar 
activity  from  other 
manufacturers,  with  4  in  1  or 
even  5  in  1  products  being  the 
next  step. 

The  2  in  1  sector  has  refined  its 
original  "one  suits  all"  attitude, 
and  many  manufacturers  have 
added  variants  to  their  product, 
frequent  wash,  extra 
conditioning  and  anti-dandruff 
being  the  most  popular.  Procter 
&  Gamble's  brand  leading  Wash 
&  Go  recently  added  an  ultra 
mild  variant,  with  a  choice  of 
normal  or  light  conditioning. 

Conditioners  up 

The  shampoo  market,  now 
worth  £210  million,  increased  6 
per  cent  on  last  year's  figure. 
Surprisingly,  conditioners  seem 
to  have  recovered  some  of  their 
share,  with  a  1  per  cent  increase 
on  1990,  now  worth  £76. 5m. 
This  is  mainly  due  to  the  fact 
that  most  2  in  1  users  are  not 
entirely  convinced  by  the 
product's  conditioning  claims 
and  tend  to  use  an  intensive 
conditioner  once  a  week.  The 
intensive  treatments  sector  has 
increased  22  per  cent  on  last 
year,  with  hot  oil  treatments 
doing  particularly  well. 

The  growth  of  intensive 
conditioners  is  not  entirely  due 
to  2  in  Is,  but  to  the  increasing 
importance  of  healthy,  well 
conditioned  hair,  which  is 
essential  for  today's  natural 
styles. 

The  shampoo  market  has 


become  even  more  divided  than 
it  was  a  year  ago,  with  2  in  1 
convenience  products  on  one 
side,  and  specialist,  salon 
influenced  products  on  the 
other.  The  result  of  this  has 
been  the  decline  of  traditional 
family  brands  —  one  product 
will  no  longer  suit  all. 

There  is  no  doubt  that  there 
are  far  more  products  on  the 


New  look  Palmolive  shampoos 
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Neutroftena  care  for  coloured  and 
penned  hair 

shelves  than  there  were  five 
years  ago.  It's  not  surprising 
that  the  grocer's  share  has 
reached  40  per  cent  and  is  still 
rising  —  they  have  the  space  to 
display  five  variants  of  every 
shampoo  and  conditioner! 
Independent  pharmacies  have 
declined  21  per  cent  in 
shampoos  since  last  year,  with 
share  falling  to  6  per  cent. 

What's  new? 

Shampoos  and  conditioners  for 
permed  and  coloured  hair  are  a 
growing  niche  sector.  With  20 
per  cent  of  women  colouring 
their  hair  (Bristol-Myers)  and  32 
per  cent  with  permed  hair 
(Gamier),  the  potential  is 
considerable.  Neutrogena 
recently  introduced  shampoo 
and  conditioner  for  permed  and 
coloured  hair,  containing  a 
moisturising  formula  designed 
to  gently  cleanse  fragile  hair. 

Helene  Curtis,  a  newcomer  to 
the  UK  market,  have  seen  their 
share  grow  considerably  over 
the  past  year  and  will  continue 
their  television,  Press  and  radio 
campaign  over  the  coming  year. 
The  company  has  just  added  a 
new  shampoo  variant  —  Level  6 
Strengthening.  It  contains 
vitamins  A  and  E  with 
Pro-vitamin  B5  and  is  suitable 
for  all  hair  types  (£1 .99).  Also 
new  is  conditioner  Type  S  Silk 
Formulation  for  split  ends. 

E I  Ida  Gibbs  are  extending 
theirTimotei  haircare  range 
with  the  addition  of  three 


The  latest  additions  to  Helene 
Curtis'  Salon  Selectives 

products  and  have  relaunched 
the  original  and  dandruff 
variants. 

Timotei  honey  shampoo 
(200ml  £1 .49)  and  honey 
conditioner  (200ml  £1 .79)  are 
aimed  at  consumers  with  dry 
and  treated  hair.  They  contain  a 
blend  of  honey  and  herb 
extracts.  Also  new  is  a  2  in  1 
product,  Complete  Care 
shampoo  and  conditioner, 
which  contains  almond  milk 
(200ml  £1  79) 

Timotei  original  shampoo  and 
conditioner  has  an  improved, 
milder  formulation,  giving 
better  manageability,  say  Elida 
Gibbs.  Timotei  dandruff  variant 
also  has  been  given  a  milder 
formulation. 

All  products  have  been 
repackaged  for  a  more 
contemporary  look,  with  new 
on-pack  graphics.  Variants  have 
been  colour  coded.  Advertising 
for  the  range  is  planned  for  the 
Summer. 

Another  2  in  1  variant  has 
been  added  to  their  Cream  Silk 
range  —  extra  body  for 
frequently  washed  hair.  It  will 
be  available  in  200ml  and  300ml 
sizes.  Cream  Silk  will  be 
supported  with  a  £5.2  television 
campaign  this  year.  Elida  Gibbs 
have  repackaged  All  Clear, 
which  now  appears  with  new 
graphics  and  without  its  carton. 

The  Health  &  Diet  Company 
are  adding  a  new  shampoo  and 
conditioner  range  under  their 
Pure  Plant  label. 

Revlon  are  bucking  the  trend 
towards  premium  priced 
products  with  the  addition  of 
Aquamarine  protective 
shampoo  and  conditioner, 
which  will  retail  at  £1 .19  each 
for  a  400ml  bottle  There  are 
three  variants  available: 
frequent  use,  extra  body  and 
permed/ coloured  hair.  Both  the 
shampoo  and  conditioner 
contain  sea  minerals  and 
proteins. 


Get  up  and  go! 

Revlon  are  extending  their  Flex 
range  with  a  2  in  1 ,  Flex  &  Go. 
Designed  for  men  and  women, 
the  product  is  available  in  three 
variants,  frequent  use,  extra 
body  and  permed/  coloured. 
The  product  is  oil-free  and 
claims  to  leave  no  residue.  It  will 
retail  at  £2.25  for  300ml. 

For  the  launch  Revlon  are 
running  a  "Try  me  free"  offer, 
where  consumers  can  send  off 
for  a  free  voucher  with  proof  of 
purchase,  entitling  them  to  a 
second  bottle  free. 

The  relaunched  Flex  range  will 
be  supported  by  a  £2m  TV 
campaign  featuring  Cindy 
Crawford  in  early  Summer. 

Schwarzkopf  relaunched 
Supersoft  shampoos  and 
conditioners  in  March,  with  new 
packaging  and  improved 
formulations.  Colour  coding 
differentiates  between  the 
variants. 

Only  natural  ... 

Natural  ingredients  are  still 
popular  in  shampoos  and 
conditioners.  Colgate-Palmolive 
are  relaunching  their  Palmolive 
shampoo  range  with  new 
formulations  and  a  smaller  size 
(250ml  £1.19).  Palmolive  Body  & 
Shine  variant  now  contains 
white  nettle  extract  for  extra 
body;  Frequent  Use  contains 
aloe  vera;  Conditioning  contains 
plant  extract  for  dry,  permed  or 
coloured  hair.  A  50ml  extra  free 
promotion  will  support  the 
relaunch. 

Inecto  launched  Botanicals  at 
the  end  of  '91 ,  a  range  of  three 
shampoos  and  conditioners  with 
natural  ingredients,  priced  at 
£0.99  each. 

Smithkline  Beecham  extended 
their  Active  Care  range  in 
February  with  the  launch  of 

Continued  on  p74S 


Timotei  gets  Honey  additions,  2  in 
1  and  a  new  look 


Intensives  strike  a  chord 


Intensive  treatments  is  a  fast 
growing  sector,  up  22  per  cent 
this  year,  withthebulkof  sales 
going  to  hot  oils.  Wella 
attribute  this  growth  to  a 
number  of  factors:  2  in  1 
products,  increased  importance 
of  healthy,  well  conditioned 
hair,  increased  frequency  of 
washing,  use  of  heated 
appliances  and  better  informed 
consumers. 

Wella  launched  Massaging 
Hot  Oils  in  October,  available  in 
two  variants  for  permed  and 
treated  hairordryand 
damaged. 

Elida  Gibbs  have  introduced 
Hot  Oil  Therapy  to  their  Cream 


Silk  range.  Alberto  Culver  have 
added  a  Strengthening  Formula 
hot  oil  to  their  V05  range,  said 
to  reduce  breakage.  Also  new 
are  V05  Revitalising  Complex,  a 
clear  serum  for  moisturising  dry 
and  frizzy  hair,  and  V05 
Revitalising  Treatment  spray,  to 
boost  dull,  tired  hair. 

The  Natural  Therapy  Company 
have  introduced  the  Hair  Rescue 
range  of  products  to  protect 
hair  from  damage.  It  comprises 
shampoo,  scalp  infusion, 
intensive  conditioners  and  hair 
masque. 

An  intensive  conditioner  has 
been  added  to  the  Vitapointe 
range,  designed  for  dry  hair. 
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Revlon  add  2  in  1  to  Flex 

Continued  from  p747 
a  2  in  1  aimed  at  women, 
breaking  away  from  the 
traditional  unisex  image.  There 
are  four  variants:  Milk  Herbal 
for  frequent  use;  Hint  of 
Almond  for  dry/treated  hair; 
Peach  and  Papaya  for  normal 
hair;  Hint  of  Coconut  for  fine 
hair. 

Johnson  &  Johnson  added  a  2 
in  1  variant  to  their  Empathy 
range  in  February,  which  they 
claim  is  silicone-free. 

Unichem  have  launched  an 
own  label  2  in  1  (200ml  £1 .29)  in 
two  variants,  frequent  use  and 
normal/dry  hair. 

Brithealth  are  repackaging 
their  Hymosa  products,  which 
they  recently  acquired  from 
Seven  Seas.  The  new  packaging 
includes  a  complete  list  of 
ingredients. 

Promotions 

Abbott  Laboratories  are 
supporting  their  Selsun 
dandruff  shampoo  with  a  50ml 
trial  size  pack  (£1 .74)  to 
encourage  new  users.  A  shelf 
strip  will  be  available  to 
promote  the  offer. 

Nobel  Goods  plan  further 
support  for  their  relaunched 
Silkience  range  with  a  second 
burst  of  their  television 
campaign  later  this  year. 

Napp's  Betsept  range,  which 
went  OTC  earlier  this  year, 
includes  an  anti-dandruff 
shampoo.  The  range  is  to  be 
supported  by  a  campaign  in 
newspapers  and  magazines. 

Carter-Wallace  have  produced 
a  new  shelf  talker  to  promote 
their  Linco  Beer  shampoo  and 
conditioner.  The  range  will  be 
supported  by  a  Press  campaign 
and  sampling  programme. 

Stafford-Miller  are  supporting 
Alphosyl  shampoo  with  a  PR 
campaign  and  a  booklet  for 
assistants  about  symptoms  and 
treatment  of  dandruff.  Also 
included  is  a  competition,  with 
the  chance  to  win  a  Babyliss 
hairdryer. 


Revlon  launch  family  brand 
Aquamarine 
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The  new  look  Grafic  range,  including  new  Waving  Mousse 

The  image 
makers 

The  styling  market  saw  a  fall  in  sales  last 
year,  but  manufacturers  are  determined  to 
make  1992  a  boom  year,  with  a  stream  of 
dynamic  new  products 


Styling  products,  since  they  are 
heavily  influenced  by  hair 
fashions,  form  the  most 
dynamic  and  innovative  sector 
of  the  market.  "After  clothes 
and  perfume,  haircare  is  the 
most  fashion-led  market," 
believes  Philip  Luckett  at 
Schwarzkopf.  Innovations  we 
have  seen  this  year  include 
products  to  add  shine  to  straight 
hair,  air-powered  sprays, 
waving  products,  mousse  for 
long  hair,  an  abundance  of 
styling  sprays,  a  weather 
protection  hairspray  and 
unfragranced  hairspray. 

Despite  this  activity,  the 
overall  market  was  down  3  per 
cent  at  £1 12.3m  (AGB 
Superpanel).  However,  styling 
sprays  showed  strong  growth  at 
20  per  cent  up  on  last  year.  The 
largest  sector  of  the  styling 
market  is  still  mousses  at  50  per 
cent  (the  UK  has  the  largest 
mousse  market  in  Europe), 
followed  by  sprays  with  25  per 
cent  and  gels  at  20  per  cent. 
Traditional  gels  are  declining, 
with  consumers  switching  to 
products  which  give  a  more 
natural  looking  hold,  such  as  gel 
spray  and  styling  spray. 

According  to  Garnierthe 
number  of  people  using  styling 
products  is  increasing, 
particularly  in  the  25-34  age 
group,  which  saw  a  6  per  cent 


increase  last  year  to  60  per  cent. 
In  a  survey  carried  out  for  the 
company  62  per  cent  of  women 
and  43  per  cent  of  men  said  they 
liked  styling  products  to  leave 
their  hair  in  good  condition.  Val 
James  at  L'Oreal  confirms  this 
trend:  "Keeping  hair  in  good 
condition  has  now  become  the 
consumer's  first  criteria."  She 
has  also  noted  a  trend  towards 
longer  hair. 

To  this  end  the  company  has 
just  introduced  Freestyle  mousse 
for  longer  hair,  which  has  less 
hold  than  traditional  mousses 
but  extra  conditioning  benefits. 


Curl  mania 

There  have  been  products  for 
curly  and  wavy  hair  in 
abundance  over  the  past  year, 
but  nothing  for  the  growing 
trend  for  sleek,  straight,  shiny 
locks.  Now  L'Oreal  have  added 
two  products  to  their  Studio 
Line  range  to  help  achieve  this 
look:  Sleek  Perfect  Mousse  and 
Sleek  Effect  Gelle. 

Sleek  Perfect  Mousse  (1  50ml 
£2.89)  combines  cationic  and 
anionic  polymers  to  give  hold 
and  leave  hair  in  good 
condition,  and  silicone  to  give 
shine.  It  can  be  used  on  all  hair 
lengths  and  is  particularly 
effective  on  longer  hair. 

Sleek  Effect  Gelle  (150ml 
£2.89)  is  a  light,  fluid  gel 
suitable  for  short  and 
mid-length  hair,  said  to  give 
shiny,  sleek  locks  without 
stickiness.  Wei  la  are  adding 
Define  &  Shine  to  their 
Shockwaves  range.  It  is  a 
polishing  product  which  adds 
gloss  to  hair  and  can  be  used  on 
both  straight  and  curly  hair  to 
eliminate  frizziness. 

Many  consumers  are  no  doubt 
confused  by  the  proliferation  of 
styling  products  on  the  shelves 
and  are  still  unsure  about  which 
product  to  use  to  achieve  a 
certain  look.  L'Oreal  are 
addressing  this  problem  and 
have  produced  a  magazine, 
Styling  in  the  '90s,  which 
consumers  can  send  off  for.  It  is 
an  illustrated  guide  to  styling 
hair  using  different  products 
and  techniques.  It  gives  details 
on  all  the  Studio  Line  products. 


Schwarzkopf's  Supersoft  gets  3  Weather  protection 


Silvikrin  backs  the  eco-friendly  movement  with  air-powered  hairspray 


Stylish  sprays 

Although  the  new  styling  sprays 
are  taking  users  away  from 
traditional  hairspray,  this  is  still 
one  of  the  largest  sectors  in  the 
haircare  market.  A  survey 
carried  out  for  Silvikrin  showed 
that  34  per  cent  of  hairspray 
users  spray  it  on  once  a  day,  and 
1 0  per  cent  more  than  once. 

The  most  innovative  launch  in 
this  sector  has  come  from 
Schwarkopf,  with  the  relaunch 
of  Supersoft  in  March.  The 
hairsprays  have  been 
reformulated  with  a  new  3 
weather  protection  formula  to 
protect  hair  against  wind,  sun 
and  rain.  Four  strengths  are 
available:  normal  hold, 
conditioning  hold,  extra  firm 
hold  and  supreme  hold. 
Supersoft  fixing  spray  also  has 
the  3  weather  protection 
formula.  Coming  up  soon  is  a 
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multi-styler  product  under  the 
Once  brand  name,  which  should 
be  released  in  the  middle  of  this 
month. 

L'Oreal  have  added  an 
unfragranced  variant  to  their  30 
year  old  Elnett  hairspray.  The 
launch  will  be  suported  by  a 
£970,000  national  television 
campaign. 

Now  that  almost  all  aerosols 
are  CFC-free,  consumers  seem  to 
have  moved  away  from  the 
pump  sprays,  and  back  to 
aerosols.  Last  Autumn  Vidal 
Sassoon's  Pump  &  Spray  added  a 
new  dimension  to  eco-friendly 
products.  Other  manufacturers 
have  also  added  air-powered 
sprays  to  their  ranges. 
Smithkline  Beecham  have  just 
added  a  pumping  spray  to  their 
Silvikrin  Active  Care  range. 
L'Oreal  are  adding  a  pump  and 
spray  product  with  refills  to 
their  Studio  Line  range. 


Wella  add  Define  &  Shine  and  Curl 
Control  to  Shockwaves 

Curls  are  still  very  much  in 
fashion,  with  the  comeback  of 
glamour  styles.  Wella  have 
recently  added  Curl  Control 
mousse  to  their  Shockwaves 
range,  said  to  add  volume  to 
permed  and  natural  cui  Is. 
Alberto  Culver  recently  added 
Curl  Booster  to  their  V05  styling 
range. 

New  from  Helene  Curtis  is 
Maximum  Control  15  pumping 
gel  spray,  which  can  be  used  on 
wet  or  dry  hair.  It  will  retail  at 
£1.99. 


Colourants  cheer  sales 

Colourants  are  one  of  the  few  areas  which  are  booming,  with  most 
growth  coming  from  semi-permanents.  Pharmacies  are  still  the 
favoured  outlets  for  purchase,  so  make  the  most  of  it! 


With  red  hair  taking  over  from 
blonde  in  the  fashion  world, 
prospects  for  the  colourants 
market  look  good.  It  is  also  one 
of  the  few  markets  that  is 
benefitting  from  the  recession 
as  consumers  can  no  longer  fork 
out  the  hairdresser's  fee. 

The  total  colourants  market  is 
worth  £76.5  million,  which  is  4 
per  cent  up  on  last  year's  sales. 
Although  permanents  are  still 
the  largest  sector  with  52  per 
cent,  semi-permanents  are 
growing  fast  with  27  per  cent. 
Blonding  products  have 
declined  3  per  cent  on  last  year 
and  now  only  hold  13  per  cent 
of  the  market.  Temporaries  hold 
an  8  per  cent  share. 

Good  for  pharmacy 

According  to  Tim  Perman, 
group  product  manager  at 
Bristol-Myers,  pharmacies 
continue  to  take  the  bulk  of 
colourant  sales  with  57  per  cent, 
although  this  has  declined  5  per 
cent  on  last  year.  Drugstores 
account  for  28  per  cent,  with  a 
1 5  per  cent  increase  on  last  year, 
and  grocers  for  8  per  cent,  down 
4  per  cent  on  last  year. 

Trends  that  Mr  Perman  has 
noticed  in  the  market  are  a 
move  towards  more  natural 
products,  those  without 
peroxide  or  ammonia  and  which 
offer  conditioning  benefits,  and 
colourants  that  offer  low 
commitment  —  semi- 
permanents. 

The  company  has  relaunched 
its  Clairol  Glints  range  and 
expanded  it  to  1 2  shades. 
Products  have  been  repackaged 
and  reformulated.  Display 
outers  exclusive  to 
independents  are  available.  The 
range  will  be  supported  by  a 
£1 .5m  television  campaign  from 
May. 

There  will  be  a  new  television 
campaign  for  Loving  Care  and 
new  Press  advertising  for  Nice  'n 
Easy. 

Red  appeal 

Looking  towards  the  trend  to 
red,  L'Oreal  are  adding  a  new 
shade  to  their  Recital 
permanent  colourant.  Called 
Santa  Cruz,  it  is  a  deep  red 


Studio  Line  caters  for  straight  hair 
with  two  Sleek  products 


shade,  and  will  be  supported  by 
a  campaign  entitled  "La  vie  en 
rouge",  comprising  Press 
advertising,  window  displays 
and  a  consumer  leaflet. 

In  January  Wella  launched  a 
semi-permanent  range,  Colour 
Confidence  Wash-Out  Colour. 
Targeted  at  25-34  year  old 
women,  it  comprises  12  shades. 
It  is  ammonia  and  peroxide-free 
and  washes  out  over  six  to  eight 
shampoos.  It  retails  at  £2.49 
The  new  range  is  being 
supported  by  a  £3m  campaign. 

Wella  are  expanding  their 
presence  in  the  colourants 


market  with  the  acquisition  of 
Shaders  and  Toners  from 
Smithkline  Beecham  last  month. 

In  the  blonding  sector 
Chattem  UK  have  added  a 
shampoo-in  highlighter  (£3.95) 
to  their  Sun-In  range.  It  comes  in 
two  strengths,  gentle  and  extra, 
and  contains  conditioners.  The 
launch  will  be  supported  by  a 
Press  campaign. 

New  to  Inecto  is  Hint  of 
Sunshine  Blonding  spray,  with 
camomile  extract.  It  retails  at 
£2.99  and  is  aimed  at  the 
teenage  sector. 

Continued  on  p750 


Chattem  UK  simplify  highlighting  with  new  Shampoo-In  Sun  In 


W  ella  endorse  the  trend  for 
semi-permanents  with  Colour 
Confidence  Wash-Out  Colour 


THE 
VERY  BEST 
FOR  HAIR 


The  famous  Mason  Pearson 
cushion  technique  conditions 
as  it  brushes  to  promote 
shining  loveliness. 

MASON  DEARSON 

Jl     M.  JL  -  the  great  original 

37  Old  Bond  Street,  London  W1X  3AE 
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Men  are  becoming  more 
confident  about  colouring  their 
hair,  it  seems.  Combe 
International,  makers  of  Just  for 
Men,  predict  a  1 5  per  cent 
increase  in  sales  this  year.  The 
company  reports  that  95  per 
cent  of  purchases  are  made  by 
men.  The  range  will  be 
supported  by  a  television 
campaign.  Combe's  Grecian 
2000  will  be  supported  by  a 
Press  campaign  in  national 
newspapers  from 
May-September. 


Clairol's  Glints  sport  a  new  look 


Curls,  curls,  curls 


The  technical 
dkn-  nrutnmemt  at 
Henkel  Cosmetics  in 
.  many/  shed  i°m;\M 
<f»ini  it'fhie  perming 
process 

The  invention  of  the  cold 
waving  process  by  the  English 
chemist  Speakman  in  1939, 
made  perming  a  much  easier 
process  for  hairdressers  and  a 
less  unpleasant  experience  for 
women.  Although  the  perms  of 
today  are  still  based  on 
Speakman's  invention,  formulas 
have  advanced  considerably. 

Perming  formulas  penetrate 
the  hair  shaft  which  means  a 
permanent  change  is  made  to 
the  structure  of  the  hair. 
The  perming  reaction  takes 
place  in  the  cortex  (inner  layer). 
The  cuticle  which  protects  the 
hair  is  opened  a  little  to  allow 
the  perming  solution  to 
penetrate  the  cortex.  Within  the 
cortex  there  are  protein  chains 
which  are  linked  by  different 
types  of  bonds.  Once  in  the 
cortex,  the  perming  solution 
displaces  one  of  these  bonds 
known  as  disulfide,  which  is  one 
of  two  types  of  bonds  which 
give  hair  its  mechanical 
strength. 

Ywm  stages 

The  perming  process  comprises 
two  steps.  The  first  is  the 
reducing  step  during  which  the 
disulfide  bonds  are  cut  by  the 
action  of  a  waving  lotion.  The 
second  is  the  oxidising  step 
where  the  disulfide  bonds  are 
re-formed  in  the  new  position 
imposed  by  the  curlers  through 
the  action  of  the  neutraliser 
solution. 

Perm  formulations  contain  an 
alkaline  liquid  waving  lotion 
which  typically  consists  of: 
thioglycollic  acid,  ammonia  or 
other  bases,  buffer,  sufactants, 
perfume  and  water.  The  main 
ingredients  of  a  liquid 
neutraliser  are:  oxidising  agent, 
normally  hydrogen  peroxide, 
stabilizers,  surfactants  and 
perfume.  The  ingredients  of 
foam  perms  are  similar  to  those 
of  liquid  perms,  except  for  the 
use  of  a  propellant  and  some 
foaming  additives. 

Some  perm  formulations 
additionally  contain  proteins 
which  both  smooth  the  surface 


of  the  hair  and  help  to 
strengthen  the  hair  structure 
which  might  be  weakened  by 
the  perming  process.  Often 
special  conditioners  are  added 
to  enhance  gloss  and 
manageability  in  the  hair. 

There  are  two  perm 
formulations  currently 
available,  liquid  and  foam. 
Liquid  waving  lotions  and 
neutralisers  are  still  very 
common,  however,  a  few  years 
ago,  foam  perms  entered  the 
home  market  and  have  also 
proved  very  successful.  They  are 
ideal  for  the  beginner  as  they 
are  easier  to  handle  and  allow 
better  control  and  distribution 
of  the  perm  solution. 

With  both  foam  and  liquid 
perms  the  final  result  will 
depend  on  several  factors. 
One  of  the  main  factors  is  the 
condition  of  the  individual's 
hair.  This  is  genetically 
determined  and  additionally 
influenced  by  sunlight, 
treatments  like  bleaching, 
colouring  or  perming  and  also 
by  diseases  and  drugs. 
Generally,  hair  that  has  been 
bleached,  coloured  or  permed 
before,  takes  a  perm  more 
readily  than  untreated  hair 
because  its  cuticle  is  more 
porous.  Untreated  hair, 
especially  if  it  is  very  fine,  is 
often  difficult  to  wave. 

The  suitability  of  the  waving 
lotion/foam  must  also  be  taken 
into  account.  Manufacturers  of 
home  perms  offer  products  of 
different  variants  to  meet 
customers  varying  problems  and 
demands.  Individual  hair  types 
need  the  appropriate  perm  to 
get  the  desired  degree  of  curl 
without  impairing  the  condition 


of  the  hair. 

Practical  elements,  such  as  the 
waving  conditions,  are  also 
important.  This  includes  the 
processing  time,  curler  size  and 
temperature  which  will  all 
affect  the  final  result.  The 
length  of  time  the  waving  lotion 
is  left  on  the  wound  curlers  will 
depend  on  the  perm 
formulation  and  the  type  of 
hair.  The  manufacturer's 
instructions  should  be  followed 
carefully.  The  size  of  the  curlers 
and  temperature  during  the 
waving  process  will  also  affect 
the  final  result.  The  smaller  the 
diameter  of  the  curler,  the 
tighter  the  wave.  A  rise  in 
temperature  will  increase  the 
waving  reaction.  Home  perms 
are  generally  designed  to  work 
at  body  temperature  without 
the  need  for  additional  heating. 

Over  processing 

If  the  customer  chooses  the 
appropriate  product  for  her 
type  of  hair,  follows  the 
instructions  or  even  does  a  test 
curl,  over  processing  is  very 
unlikely  with  the  perm 
formulations  of  today. 
However,  in  the  event  that  this 
does  occur,  the  over  processed 
hair  should  be  intensively 
treated  with  cream  conditioners 
or  hot  oil  treatments.  These  will 
soften  the  hair  and  improve  its 
condition.  Additional  styling 
lotions  or  mousses  will  aid 
manageability.  These  should  be 
applied  before  winding  the  hair 
on  large  rollers  or  blow  drying  it 
across  a  styling  brush.  It  is 
generally  recommended  that 
over  processed  parts  of  the  hair 
should  be  cut  off  before  the  ' 
next  perm. 


Making  waves 


While  more  women  are  colouring  their  hair  at  home,  the  perm 
sector  is  still  the  territory  of  the  hairdresser. 
At  Wella  Jon  Norbury  puts  this  down  to  the  "worry  factor"  which 
rates  highly  in  this  area.  The  market  is  now  worth  about  £14 
million  (AGB  Superpanel)  and  has  increased  since  last  year.  With 
32  percent  of  women  with  permed  hair  there  is  plenty  of  room  for 
expansion.  It  is  an  area  where  pharmacies  have  the  edge  and  most 
sales  go  through  them. 

Beauty  International  have  relaunched  their  Fashion  Style  range 
with  new  packaging  and  improved  formulations.  The  waving 
iotion  and  neutraliser  now  contain  an  intensive  conditioner  based 
on  keratin  to  improve  hair  texture  and  strength. 

Henkel  Cosmetics  are  running  an  on-pack  promotion  on  Poly 
Style,  offering  a  free  travel  mirror.  The  gift  is  included  in  all 
variants.  The  offer  runs  until  the  end  of  the  month. 


Hot 

news 

The  heated 
appliances  sector 
may  have  suffered 
from  the  recession, 
with  sales  down  on 
last  year,  but 
manufacturers 
neifyse  to  be 
discouraged.  With  a 
host  of  new  products 

they  hope  to 
revitalise  the  market 
in  time  for  Christmas 


The  heated  appliances  market  is 
seasonal,  with  30  per  cent  of 
sales  made  in  the  five  weeks 
before  Christmas.  According  to 
Clairol  figures,  the  market  was 
down  5  per  cent  this  year. 
Group  product  manager  Simon 
Bluring  blames  the  recession. 

The  market  is  worth  £80 
million  and  the  largest  sectors 
are  hairdryers  (55  per  cent)  and 
stylers  (33  per  cent).  In  the  last 
year  sales  of  hair  dryers  have 
fallen  7  per  cent  and  stylers  3 
per  cent. 

Flexible,  non-heated  stylers 
however,  had  a  good  year,  up  3 
per  cent.  Heated  rollers  were  up 
5  per  cent  at  Clairol,  which  Mr 
Bluring  attributes  to  the  fashion 
for  Holywood  glamour  looks.  At 
Braun  product  manager 
Christophe  Coudray  also  reports 
depleted  sales,  but  says  this  in 
part  is  because  1990  was  such  a 
good  year,  thanks  to  the  sales  of 
diffusers.  These  have  seen  some 
decline  this  year,  but  mainly 
because  most  people  who 
would  buy  one  have  now 
bought  one.  However, 
hairdryers  with  diffusers 
account  for  50  per  cent  of  sales 
now. 

Gas  power 

Mr  Coudray  says  that  gas 
powered  stylers  are  doing  well 
—  they  are  now  a  £1 5m  market 
and  sale  are  up  1  per  cent  on  last 
year.  "This  is  good  news  for 
retailers  as  they  have  a  higher 
price  point  than  electrical 
stylers,  so  the  profit  that  can  be 
made  is  greater,"  he  says. 

Braun  are  launching  Style  'n 
Go,  a  gas  powered  styler  aimed 
at  1 5-20  year  old  women.  The 
appliance  heats  up  in  60 
seconds,  the  fastest  on  the 
market,  they  claim.  It  is 
compact,  with  a  slim  barrel  and 
retractable  cool  tip.  The  cover 
functions  as  an  extension  of  the 
handle.  It  comes  in  three 
versions  —  tong  (£16.99),  brush 
(£18.99)  and  combination  brush 
and  tong  (£20.99).  All  are  styled 
in  black. 

Further  additions  to  Braun's 
curler  range  are  the  TCC40,  an 
electric  styler  combining  four 
curlers  —  standard  brush  for 
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Clairol  move  into  the  gas  powered 
market  with  Free  Curl 

loose  curls,  large  brush  for 
waves,  standard  tong  for  small 
curls  and  slim  tong  for  ringlets. 
It  retails  at  £22.99. 

The  AS400  is  an  airstyler  which 
styles  and  dries  at  the  same 
time.  Features  include  three 
heat  settings,  two 
interchangeable  brushes,  curl 
release  and  concentrator  cover. 
It  retails  at  £19.99. 

Also  new  is  the  Control  2000, 
a  diff  user  pistol  grip  dryer  with 
2000  watts  of  drying  power, 
adjustable  handle,  quiet 
operation,  turbo  and  cool  shot. 
It  will  retail  at  £39.99. 

Clairol  have  just  introduced 
Free  Curl,  a  gas  powered  styler, 
their  first  product  in  this 
market.  It  will  be  advertised  in 
the  Press  during  this  month. 
Coming  up  soon  are  the  Hot 
Shot,  an  electrical  tong  and 
brush  with  automatic  shut  off 
and  a  new  airbrush. 

Pifco  Group  are  responding  to 
the  comeback  of  heated  rollers 
with  Set  to  Go,  a  set  of  Jen 


heated  roller  with  a 
fast  heat-up  time  of 
five  minutes.  They 
are  compact  and 
have  universal 
voltage.  There  are 
five  large  and  five 
medium  rollers,  a 
five  post  heat-up 
stand,  a  fitted  plug 
and  storage  pouch. 
A  1 6-page  booklet 
is  included,  offering 
hints  on  how  to 
create  styles  with 
the  rollers.  The 
retail  price  is 
£21.99. 

Philips  are  also 
cashing  in  on  the 
heated  roller  trend, 
with  the  launch  of 
Spoolies,  a  set  of  1 6 
large  and  eight 
small  curlers  with  a 
fast  heat-up  time. 
They  retail  at  £27.95 
"Heated  rollers  will 
continue  to  boom  in 
1992,  with  the  soft  feminine 
look  and  the  more  set  look 
being  the  styles  to  create,"  says 
marketing  manager  Nicolette 
Van  Solingen. 

In  the  hairdryer  sector  Philips 
are  introducing  the  Silence 
range,  of  which  the  star  model 
is  Touch  and  Dry.  The  hairdryer 
has  an  auto-sensor  which 
responds  to  the  magnetic  field 
of  the  user's  hand,  so 
automatically  starts  when  you 
pick  it  up  and  stops  when  you 
put  it  down.  An  indicator  light 
shows  when  it  is  plugged  in.  It 
retails  at  £19.95.  Also  included 
in  the  range  are  a  travel  model 
with  swivel  handle  and  dual 
voltage,  a  1000w  model,  and 
the  1 650w  model,  with  two  cool 
settings.  The  range  will  be 
advertised  in  the  press  from 
June  onwards. 

To  maximise  sales  in 
pharmacies,  Brian  Dent,  group 
marketing  director  at  Pifco, 
advises  good  staff  knowledge  of 
products  since  "Most  consumers 
need  educating  on  the  features 
of  haircare  products  and  styles 
that  can  be  achieved". 


Bristle  brushes  are  back  in  fashion.  Picture  courtesy  Nivea  Haircare 

Brush  up  on  accessories 


You  may  think  that  a  hairbrush 
is  a  hairbrush,  but  according  to 
Alan  Dixon,  sales  and  marketing 
manager  at  Kent,  the  market  is 
worth  £40  million  and  has 
increased  by  25  per  cent  on  last 
year.  In  1 985  it  was  only  worth 
£8m.  He  expects  it  to  keep  on 
growing  too.  The  reason  for  this 
he  says  is  that  opportunities  to 
buy  have  grown  considerably. 

"Not  so  long  ago  brushes 
used  to  be  sold  in  drawers.  Now 
much  more  emphasis  is  placed 
on  display  and  new  products." 
The  company  claims  to  have 
grown  its  pharmacy  business  by 
29  per  cent  in  the  last  year,  and 
now  supplies  2,500 
independents.  For  the  first  time, 
Kent  are  planning  an 
advertising  campaign. 

It  is  a  small  market  in  terms  of 
players,  with  competitors  cited 
as  Denman  and  Mason  Pearson. 
Addis  are  pulling  out  of 
hairbrushes. 

At  Denman  they  report  sales 
largely  unaffected  by  the 
recession,  though  a  slight 
decline  in  pharmacy  sales. 
Pharmacists  should  capitalise  on 
the  fact  that  hairdressers  are 
struggling,  they  say,  and  pick  up 
sales  which  they  are  losing. 

Activity  for  this  year  from 
Kent  includes  a  relaunch  of  New 
Sensation  in  June,  with  new 
packaging  for  a  more  upmarket 
feel.  A  new  counter  display  has 
been  produced  for  the  Natural 
range  of  bristle  brushes.  A  new 
range  is  planned  for  July  and 
another  young  range  for  next 
year.  New  gift  sets  will  be 


available  for  Christmas. 

Trends  that  Mr  Dixon  has 
noticed  are  a  move  towards 
wooden  bristle  brushes, 
popularity  of  ranges  aimed  at 
younger  consumers  and  the 
comeback  of  the  men's  military 
hair  brush. 

"People  are  prepared  to 
spend  more  on  treatment 
haircare  products  now,  and 
therefore  will  be  prepared  to 
spend  more  on  accessories  such 
as  brushes." 


Kent's  new  counter  display  for 
their  Natural  range 


Braun's  answer  to  teenage  styling:  Style  'n  Go 
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Phillips  add  innovation  with  Touch  'n'  Go 
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Pharmacy  ipdate 

Comply  to  the  Standards 


A  pharmacist'must  at  all  t/me<, 

act  in  a  manner  which;  promotes 
and  safeguards  the  interest  "of'' 
the  public,  justifies  public  trust 
in  that  pharmacist's  Knowledge, 
ability  and  judgment,  and 
enhances  the  good  standing  and 
reputation  of  the  profession  * 


Pharmacists  that  fail  to  comply  with  the  new  Standards  document, 
appendix  to  the  proposed  Code  of  Ethics,  could  end  up  with  a  complaint 
of  misconduct  against  them.  In  his  third  and  final  article 
Gordon.E.Appelbe  LLB,  MSc,  BSc(Pharm),  FRPharmS,  MCPP 
highlights  the  standards  expected  of  community  pharmacists 


The  Standards  of 
Pharmaceutical  Practice 
embraces  professional  and 
environmental  standards, 
including  all  matters  covered  by 
the  current  Code,  together  with 
others  developed  during  the 
past  few  years.  The  standards 
set  out  in  each  section  of  the 
document  are  mandatory  but 
attached  to  each  of  them  are 
guidance  notes  that  set  targets 
wherever  practicable. 

Well  maintained 
premises 

The  standards  require  a 
professional  appearance  that 
inspires  confidence  in  the 
healthcare  provided  within. 
The  premises  should  be 
maintained  in  good  repair  and 
all  surfaces  should  be  finished  in 
a  smooth  impervious  material 
and  kept  clean. 

The  working  conditions 
should  protect  the  safety  of  the 
public  and  the  staff.  Products 
should  be  protected  from  any 
adverse  conditions  such  as  the 
effects  of  light  or  temperature 
extremes  and  there  should  be 
no  adverse  effect  on  staff  as  a 
result  of  extreme  levels  of  heat, 
light,  noise  or  ventilation. 


The  space  in  the  pharmacy, 
both  in  the  dispensary  and  the 
shop  area,  must  allow  efficient 
working  conditions  for  the 
safety  of  the  public  and 
effective  communication  and 
supervision.  The  guidelines 
suggest  that  the  minimum  area 
of  the  dispensary  should  be  no 
less  than  1 5  sq  m  for  new 
pharmacies  and  the  target  for 
existing  businesses,  although  a 
larger  area  may  be  required 
depending  on  prescription 
volume,  stock,  etc. 

It  is  clear  that  many 
pharmacies  have  inadequate 
space  for  the  safe  dispensing  of 
prescriptions,  following  the 
introduction  of  modern 
technology  such  as  computer 
systems.  Adequate  toilet  areas 
must  be  available  together  with 
full  hand  washing  facilities  and 
toilet  areas  must  not  be  used  for 
any  form  of  storage. 

Guidance  is  given  about  the 
space  in  the  shop  area.  It  should 
ensure  good  customer  flow 
relative  to  the  sales  volume  of 
medicines  against  dispensing. 
Additionally  there  should  be  a 
quiet  area  where  advice  can  be 
given  without  the  pharmacist  or 
patient  being  overheard  by 
other  customers  or  patients.  A 


separate  area  should  be 
available  for  other  services 
which  are  provided,  for  example 
diagnostic  testing. 

Equipment 

The  dispensary  must  be  suitable 
for  dispensing.  Working 
surfaces,  shelves  and  cupboards 
should  be  clean  and  in  good 
repair.  With  the  advent  of 
computers,  which  occupy  a 
large  amount  of  space,  it  is 
important  to  have  a  clear  area 
of  bench  space  solely  for 
dispensing. 

There  must  be  a  source  of 
potable  water  and  a  sink  with 
hot  and  cold  running  water.  If 
the  main  hand  washing  facilities 
for  staff  are  in  the  dispensary, 
they  must  be  in  a  sink  not  used 
for  dispensing  purposes.  In 
addition  there  must  be  a 
suitable  means  of  disposing  of 
waste  material,  including 
special  waste,  which  must  not 
be  allowed  to  accumulate. 

The  equipment  in  the 
dispensary  must  be  suitable  for 
jobs  to  be  performed  safely  and 
efficiently.  There  must  be  a 
refrigerator,  fitted  with  a 
maximum/minimum 
thermometer,  capable  of 
storing  medicines  at 


temperatures  between  0  and  10 
degrees  Celcius  which  must  be 
cleaned  and  defrosted 
periodically  to  ensure  effective 
and  efficient  operation.  The 
refrigerator  must  only  be  used 
for  the  storage  of  medicines. 

For  the  first  time,  pharmacists 
must  have  current  editions  of 
certain  reference  books.  These 
include  Martindale,  the  BNF, 
the  Drug  Tariff,  the  Data  Sheet 
Compendia,  and  the  Medicines, 
Ethics  and  Practice  guide  —  all 
but  Martindale  are  issued  free 
to  community  pharmacies  and 
pharmacists.  A  wider  range  of 
books  is  required  in  pharmacies 
where  preregistration  students 
are  trained. 

Safe  systems 

The  Code  requires  the 
pharmacist  to  take  all 
reasonable  steps  to  protect  the 
safety  of  the  public  and 
pharmacy  staff.  A  system  of 
work  should  be  established  to 
ensure  that,  as  far  as  possible, 
no  errors  occur  in  the 
interpretation  and  dispensing  of 
prescriptions  and  the  sale  of 
medicines.  In  addition 
procedures  should  be  set  up  to 
ensure  correct  and  secure 
storage  of  all  medicines  along 
with  approved  storekeeping 
methods  and  stock  control. 

Dispensing 

It  is  important  that  safe  and 
efficient  dispensing  procedures 
should  be  established  to  ensure 
accurate  interpretation  of 
prescriptions,  their  dispensing 
and  the  subsequent  supply  to 
the  patient.  A  sound 
management  structure  with 
clearly  defined  responsibilities  is 
necessary.  If  a  prescription 
cannot  be  dispensed  it  is 
incumbent  upon  the  pharmacist 
to  assist  in  finding  an  alternative 
source  of  supply. 

All  dispensing  should  be 
carried  out  under  the 
supervision  of  a  pharmacist  who 
must  exercise  his  professional 
judgment  to  ensure  a  safe 
service  to  the  patient.  He  may 
delegate  certain  tasks  to 
suitably  trained  staff  if  he  is 
confident  that  they  are 
competent  to  undertake  them. 

Further  details  are  given  as  to 
the  suitability  of  dispensing 
containers  and  their  possible 
re-use,  to  labelling  of  dispensed 
medicines  and  to  storage  of  raw 
materials  and  ingredients  as 
well  as  finished  products. 
Pharmacists  often  receive 
medicines  which  are  returned 
from  patients  —  these  must  not 
be  re-issued  for  other  patients. 


752 


Chemist  &  Druggist  2  MAY  1 992 


Professional 
indemnity 

A  new  requirement  concerns 
professional  indemnity  and  the 
pharmacist's  responsibility  to 
patients.  It  is  proposed  that 
every  pharmacist  must  be 
covered  by  adequate 
professional  indemnity 
insurance. 

A  pharmacist  must  only 
practice  in  a  pharmacy  which  is 
covered  by  indemnity  insurance 
or  where  there  is  an  equivalent 
arrangement  for  the  protection 
of  patients  and  public  who 
receive  services  from  that 
pharmacy. 

Pharmacists  will  have  to 
consider  whether  or  not  they 
should  obtain  indemnity 
insurance  in  their  own  right  or 
rely  upon  cover  being  provided 
by  the  owner  of  the  pharmacy 
where  they  work.  Certainly  they 
are  strongly  advised  to  take  out 
insurance  to  cover  the  cost  of 
legal  representation  and 
litigation. 

Education 
standards 

New  standards  have  also  been 
set  for  education,  training  and 
development  so  pharmacists  are 
competent  to  provide  any  of  the 
pharmaceutical  services  on 
offer. 

Such  a  concept  is  taken  for 
granted,  but  the  Standards 
document  expands  on  it.  It 
requires  a  pharmacist  to 
continually  review  his  or  her 


level  of  professional  knowledge 
and  expertise  and  to  participate 
in  continuing  education 
programmes  so  as  to  ensure 
competency. 

This  is  particularly  so  when  a 
new  service  is  offered,  for 
example  diagnostic  services,  so 
that  the  pharmacist  and  his  staff 
have  the  necessary  expertise  to 
provide  a  competent,  safe  and 
high  standard  of  service  for 
patients. 

The  guidelines  go  further  and 
suggest  that  the  pharmacist 
owner  or  manager  has  a 
responsibility  to  assess  the 
training  needs  of  his  staff  to 
ensure  that  they  are  competent 
to  carry  out  their  role  as  support 
staff  to  pharmacists. 

It  should  not  be  assumed  that 
the  possession  of  a 
qualification,  as  a  pharmacist  or 
technician,  confers  an  ability  on 
an  individual  to  carry  out  all  the 
functions  within  a  pharmacy. 

Additional  in-service  training 
may  often  be  required  in  certain 
specialised  areas  such  as 
servicing  residential  homes, 
diagnostic  testing,  or  the 
provision  of  an  oxygen  service. 

Communication 

Healthcare  advice  must  be 
accurate  and  appropriate. 
When  a  patient  requires  health 
advice,  such  as  response  to 
symptoms,  the  request  should 
be  dealt  with  by  the  pharmacist 
or  a  suitably  trained  memeber 
of  staff. 

An  assessment  of  the  situation 
should  be  made  and  details  of 
the  sympton  should  be  taken. 


how  long  it  has  persisted,  and 
any  action  already  taken 
including  medicines 
concurrently  being  taken. 

Consideration  should  be  given 
as  to  whether  there  should  be 
referral  to  a  doctor  and  if  not, 
what  advice  should  be  given 
with  or  without  medication. 
When  medicines  are  supplied 
adequate  records  should  be 
kept  and  the  patient  be  advised 
to  contact  a  doctor  should  the 
symptoms  persist. 

Co-operation  must  be  offered 
to  other  pharmacists  and  other 
health  care  professionals  so  that 
patients  and  the  public  may 
benefit. 

How  would  you 
measure  up? 

It  can  been  seen  that  the  new 
Standards  document  places  the 
onus  on  pharmacists  to  ensure 
that  the  services  they  provide 
are  safe  and  to  the  benefit  of 
the  public. 

In  this  regard  premises, 
equipment,  and  procedures  for 
the  supply  of  these  services  must 
be  beyond  reproach.  Similarly 
pharmacists  should  be 
competent  to  provide  these 
services  and  should  continually 
assess  their  competence  to 
supply  not  only  the  new  services 
being  developed,  but  the  core 
services  of  dispensing  and  the 
sale  of  medicines. 

Remember  the  new  standards 
are  mandatory.  Have  you 
looked  at  your  premises 
recently?  Are  the  windows 
covered  in  posters  offering  cut 


price  non  pharmaceuticals7 
Does  the  external  appearance 
reflect  a  professional 
establishment?  Is  the  standard 
within  the  pharmacy, 
particularly  in  the  dispensary, 
such  as  you  can  be  proud  of 7 

Have  you  looked  at  your 
procedures  recently?  Have  you 
got  any  and  do  the  staff  know 
about  them?  Are  they  in 
writing?  if  not,  why  not? 

Have  you  looked  at  the 
services  you  supply  recently?  Are 
you  still  providing  only  a 
dispensing  service  and  the  sale 
of  medicines?  Have  you 
considered  providing  other 
pharmaceutical  services?  If  not, 
why  not? 

Have  you  assessed  yourself 
recently?  Are  you  a  competent 
pharmacist  of  the  1990s7  Have 
you  undergone  any  further 
education  and  training  since 
you  first  registered  as  a 
pharmacist? 

If  not,  why  not7  Why  not 
stand  back  for  a  few  minutes 
and  have  a  critical  look.  Maybe 
you  can  improve  your 
professional  image,  your 
professional  services,  and  your 
status  in  the  community.  You 
might  even  improve  your 
income! 

Finally,  remember  a 
pharmacist  must  at  all  times  act 
in  a  manner  which  promotes 
and  safeguards  the  interest  of 
the  public,  justifies  public  trust 
in  that  pharmacist's  knowledge, 
ability  and  judgment,  and 
enhances  the  good  standing 
and  reputation  of  the 
profession. 


With  45%  of  the 
hair  removal  market... 
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Red  cells  in  crisis 

Charlotte  Coker,  MRPharmS  explains  how  sickle  cell  anaemia  affects 
sufferers  in  the  UK  and  looks  at  its  treatment 


BBC1  's  soap  East  Enders  has 
been  praised  for  bringing  the 
problem  of  sickle  cell  anaemia 
to  the  attention  of  the  general 
public.  In  many  inner  city  areas 
such  as  the  fictional  Walford, 
sickle  cell  anaemia  is  the 
commonest  genetic  disease  in 
the  population.  Yet  those  at  risk 
may  be  unaware  of  the  problem 
and  its  implications. 

More  than  5,000  people  in  the 
UK  suffer  from  sickle  cell 
disease.  This  is  a  group  of 
inherited  haematological 
conditions  of  which  sickle  cell 
anaemia  is  the  most  common. 
Other  forms  of  the  disease 


include  haemoglobin  SC  disease 
and  sickle  cell 

beta-thalassaemia,  which  are 
usually  milder  than  sickle  cell 
anaemia. 

A  single  gene  defect  —  an 
amino  acid  substitution  —  alters 
the  configuration  of 
haemoglobin  from  normal 
(HbA)  to  sickle  (HbS).  The  gene 
for  sickle  cell  anaemia  is 
recessive  and  can  be  passed  to 
both  male  and  female  children. 

If  both  parents  are  carriers, 
there  is  a  one  in  four  chance 
their  child  will  have  sickle  cell 
anaemia  (HbSS),  a  two  in  four 
chance  of  sickle  cell  trait  (HbAS), 


and  a  one  in  four  chance  of 
normal  haemoglobin  (HbAA). 

If  one  partner  has  a  trait  and 
the  other  normal  haemoglobin, 
their  children  have  a  50:50 
chance  of  inheriting  either  the 
trait  or  normal  haemoglobin  — 
they  cannot  inherit  sickle  cell 
anaemia. 

Where  both  parents  have 
sickle  cell  anaemia,  all  their 
offspring  will  have  the  disease 
too.  If  a  sickle  cell  anaemia 
sufferer  partners  someone  with 
normal  haemoglobin  all  the 
children  will  be  carriers,  while  if 
the  partner  is  a  carrier  their 
children  have  a  50:50  chance  of 


Avoid  a  crisis 

•  Avoid  dehydration. 
Drink  plenty  of  fluids,  and 
treat  diarrhoea  promptly 

•  Keep  warm  and  dry. 
Avoid  sudden  changes  in 
temperature,  especially  in 
Winter 

•  Exercise  should  be 
encouraged  but  not 
overdone,  and  not  in  cold, 
wet  weather 

•  Immunise  against 
infectious  illnesses,  such  as 
pneumococal  pneumonia 
and  influenza.  Immediate 
attention  should  be  given 
to  all  chest  infections.  Treat 
all  minor  infections 
promptly 

•  Take  daily  prophylactic 
medication.  Penicillin 
prevents  septicaemia  and 
folic  acid  prevents  anaemia 

•  Eat  a  balanced  diet 

•  Treat  pain  promptly 

•  Ensure  the  child,  family, 
school/workplace  and 
primary  care  team  are 
aware  of  the  disease  and  its 
implications 

inheriting  either  the  disease  or 
the  trait  (see  diagram). 

In  Britain,  sickle  cell  anaemia 
is  most  common  in  black  people 
(one  in  400).  The  incidence  is 
particularly  high  in  those  of 
West  African  (one  in  100)  and 
Caribbean  (one  in  200)  descent. 

Some  populations  of  Indian, 
Pakistani,  Middle  Eastern  and 
Eastern  Mediterranean  origin 
can  also  be  affected,  although 
thalassaemia  is  more  usual. 
Malaria  is  prevalent  in  all  these 
areas,  and  the  sickle  cell  trait  is 
known  to  confer  some 
protection  from  this.  One  in  ten 
black  people  carries  the  sickle 
cell  trait. 

Symptoms 

Carriers  generally  lead  normal 
lives.  They  have  none  of  the 
symptoms  of  the  disease,  except 
in  extreme  situations  such  as 
anaesthetic  accidents.  However, 
sickle  cell  anaemia  can  disrupt 
the  lives  of  those  who  suffer 
from  it  to  a  varying  degree,  and 
in  its  most  severe  form  it  is  a 
life-threatening  and  disabling 
illness. 

The  symptoms  usually  appear 
after  the  age  of  six  months 
when  the  sufferer  has  a  crisis. 
Crises  are  precipitated  by  a 
variety  of  factors,  such  as 
dehydration,  infection, 
hypoxia,  cold,  anaesthesia  and 
pregnancy,  or  even  for  no 
apparent  reason. 

A  crisis  occurs  when  oxygen 
tension  is  low.  This  causes  the 
HbS  to  crystallise  and  the  red 
blood  cells  become  sickle- 
shaped.  Being  more  rigid  than 
normal  cells,  they  tend  to 
aggregate,  blocking  the  flow  of 
blood  through  small  blood 
vessels.  This  deprives  the  tissues 
of  oxygen  causing  tissue 
damage  and  pain. 

Young  children  usually  get 
pain  and  swelling  of  the  hands 
or  feet  —  the  hand-foot 
syndrome.  As  they  get  older, 
the  arms,  legs  or  joints  are 
affected  and  in  adolescence  the 
trunk  and  visceral  organs  can 
also  be  involved.  Adults  get 
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Further  information 

•  Sickle  Cell  Society.  54  Station  Road,  Harlseden,  London  NW10 
4UA.  Tel:  081-961  7795/4006.  A  registered  charity  run  by 
volunteers  and  financed  through  donations,  grants  and 
fund-raising  events,  the  Society  aims  to  support  families  and 
individuals  affected  by  sickle  cell  disease;  to  increase  general 
awareness  of  sickle  cell  disease;  and  to  campaign  for  more 
research  into  treatment  and  prevention  of  sickle  cell  disease.  It 
produces  a  wide  range  of  educational  material  that  includes 
books,  videos  and  posters.  An  information  pack  is  available  free 
from  the  Society  with  an  sae  (£0.34).  This  includes  a  list  of  sickle 
cell  counselling  centres  both  inside  and  outside  London. 

•  Organisation  for  Sickle  Cell  Anaemia  Research.  Cambridge 
House,  109  Mayes  Road,  London  N22  6UR.  Tel:  081-889  3300. 
OSCAR  has  branches  in  Birmingham,  Reading,  Lambeth, 
Lewisham  and  North  Southwark,  Nottingham  and  Waltham 
Forest. 

•  The  Health  Education  Authority.  Hamilton  House,  Mabledon 
Place,  London  WC1H  9TX.  Tel:  071-383  3833.  The  HEA  produces 
leaflets  on  sickle  cell  anaemia  which  are  available  to  pharmacists 
on  request. 

•  Sickle  Cell  Anaemia  Research  Foundation.  Suite  4, 
Bloemfontain  Avenue,  London  W12  7BJ.  Tel:  071-749  4934. 


more  pelvic,  back  and  shoulder 
pain. 

Sickle  cell  crises  are  episodic  — 
some  sufferers  have  them 
frequently  whereas  others  have 
one  every  few  years.  They  last 
from  three  to  ten  days,  and  are 
self-limiting.  However,  they  can 
be  life-threatening  and  require 
prompt  treatment  (see  below). 
Admission  to  hospital  may  be 
necessary. 

People  with  sickle  cell 
anaemia  develop  chronic 
haemolytic  anaemia,  which  can 
result  in  fatigue,  headaches, 
jaundice,  and  shortness  of 
breath  on  exertion.  Sufferers 
are  particularly  prone  to 
bacterial  infections,  especially 
pneumococcal  pneumonia, 
meningitis  and  septicaemia, 
because  the  spleen  ceases  to 
function. 

Other  difficulties  sufferers 
encounter  include  delayed 
puberty,  enuresis,  haematuria, 
blindness,  gallstones,  leg  ulcers, 
chronic  hip  disease,  seizures, 
strokes,  damage  to  the  lungs  or 
intestines  and  renal  or  cardiac 
disease. 

They  may  also  suffer  socially. 
Interupted  schooling  may  lead 
to  behavioural  problems;  the 

A  sensitive 
note... 

Health  professionals  are 
often  criticised  for  their 
lack  of  knowledge  about 
the  management  of  sickle 
cell  anaemia.  Pharmacists 
may  have  a  role  to  play  in 
advising  and  reassuring 
parents  or  sufferers  about 
the  disease  and  its 
treatment. 

There  are  also  allegations 
that  the  NHS  treats  diseases 
that  do  not  affect  white 
people  with  less 
importance.  The  point  is 
made  that  babies  are 
routinely  screened  at  birth 
for  phenylketonuria,  which 
has  a  much  lower  incidence 
than  sickle  cell  anaemia. 
And  while  research  into 
cystic  fibrosis,  an  inherited 
genetic  disease  which 
affects  mainly  whites,  is 
progressing  and  producing 
results,  it  is  left  to  trade 
unions  and  self  help 
charities  to  campaign  for 
research  into  sickle  cell 
anaemia. 


lifestyle  of  teenagers  —  alcohol, 
cigarettes  and  late  nights  —  may 
increase  the  incidence  of  crises; 
hospital  admissions  disrupt 
family  life;  and  discrimination  in 
employment  may  have 
consequent  financial  problems: 
these  are  just  some  of  the  social 
implications  of  sickle  cell 
anaemia. 

Treatment 

There  is  no  cure  for  sickle  cell 
anaemia;  experimental 
treatments,  such  as  hydroxyurea 
and/or  recombinent  human 
erythropoietin  are  being 
evaluated  in  the  United  States. 

However,  some  of  the 
disease's  effects  can  be  treated 
and  the  patient  can  be  educated 
about  how  to  help  prevent 
crises  (see  table). 

Chronic  haemolytic  anaemia  is 
treated  with  a  daily  course  of 
folic  acid  supplements.  Children 
should  be  immunised  against 
pneumococcal  infection  and 
people  who  have  sickle  cell 
anaemia  are  advised  to  take 
penicillin  to  guard  against 
septicaemia. 

Management  of  crises 
involves  treating  the 
complications.  Mild  crises  can  be 
treated  with  analgesics, 
increased  fluids,  warmth  and 
rest.  If  hospitalisation  is 
required,  the  patient  will  be 
given  intravenous  infusions  of 
fluid  for  dehydration, 
antibiotics  for  infections,  oral  or 
parenteral  opiate  analgesics  for 
pain. 

They  may  also  need  oxygen 
therapy  to  increase  blood 
oxygenation,  although  this  is 
not  routinely  indicated. 

Treating  pain  in  sickle  cell 
anaemia  is  fraught  with 
controversy.  Some  doctors 
hesitate  to  administer  opiates 
because  of  the  fear  of 
dependency.  Others  insist  that 
opiate  dependency  is  less  likely 
in  patients  who  are  confident  of 
quick  and  adequate  analgesia 
when  it  is  needed. 

One  sufferer  says:  "Doctors 
dislike  prescribing  pethidine, 
even  to  the  point  of  keeping  it 
from  you.  They  do  not  wish  to 
be  responsible  for  turning  you 
into  an  addict.  In  the  heat  of  the 
moment,  you,  the  patient,  are 
not  concerned  with  drug 
addiction."  (A  book  called 
"Pain  in  sickle  cell  disease", 
which  looks  at  various 
approaches  to  the  treatment  of 
pain,  is  available  from  the  Sickle 


Cell  Society,  priced  £5  95 
including  p&p). 

If  a  severe  crisis  does  not 
respond  to  usual  measures,  an 
exchange  blood  transfusion  may 
be  necessary  to  temporarily 
replace  HbS.  It  may  need  to  be 
done  regularly  if  crises  are 
frequent  and  severe,  before 
anaesthesia  and  during 
pregnancy. 

Pregnancy 

Pregnancy  is  risky  to  both 
mother  and  foetus  —  it  is 
thought  that  five  women  die 
during  pregnancy  every  year  as 
a  result  of  their  disease. 

Tests  can  be  carried  out  in 
early  pregnancy  to  determine 
whether  the  foetus  has  sickle 
cell  anaemia,  so  the  couple  can 
decide  whether  to  continue 
with  the  pregnancy.  The  risk  of 
sickling  postnatally  is  also  high. 

As  more  people  with  sickle  cell 
anaemia  survive  into  adulthood 
and  have  children, 
preconceptual  counselling  that 
deals  with  the  problem, 
providing  facts  and  emotional 
support,  becomes  vital. 


Those  from  at-risk 
populations  of  child-  bearing 
age  should  also  be  screened 
preconceptually  and  counselled, 
if  necessary,  to  enable  them  to 
make  decisions  before 
conceiving.  Sickle  cell 
anaemia/trait  and  other 
haemoglobinopathies  can  be 
diagnosed  by  haemoglobin 
electrophoresis. 

In  some  areas  in  the  UK,  all 
at-risk  women  are  screened 
during  pregnancy,  and  if  any 
disease  or  trait  is  detected,  the 
new  born  child  is  also  screened. 
Early  diagnosis  can  help  to 
prevent  deaths  in  young 
children. 

Many  people  carry  the  sickle 
cell  trait  without  knowing  it  but 
problems  arise  if  their  partner  is 
carrying  it  too  —  then  genetic 
counselling  is  needed.  Although 
the  pregnancy  will  not  be 
affected,  it  is  essential  that  the 
parents  are  aware  of  the 
possible  risks  of  their  child 
having  sickle  cell  anaemia.  In 
addition,  all  babies  should  be 
screened  at  birth  and  issued 
with  an  Hb  genotype  card. 


...Immac  will  generate... 
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A  minor  relocation 


The  High  Court  decision  in  the 
case  between  Book  and  Cumbria 
FPC  may  not  be  the  last  word  on 
what  is  a  "minor  relocation"  hut  it 
is  still  the  leading  case  on  the 
subject.  With  respect  to  your  April 
25  editorial,  the  emphasis  on 
geography  and  distance  was  not 
removed  from  the  equation  by 
1990  Regulations.  The  wording  of 
the  Regulations  governing  minor 
relocation  applications  has  not 
changed  since  minor  relocations 
were  introduced  on  April  1  1987. 

It  is  true  that  Department  of 
Health  guidelines  on  the  subject 
have  changed  since  1987,  but 


these  guidelines  are  not 
authoritative  statements  of  the 
law.  In  so  far  as  the  guidelines  are 
at  variance  from  what  the  High 
Court  has  said,  it  is  my  view  that 
the  guidelines  are  not  an  accurate 
reflection  of  the  current  legal 
position  on  minor  relocation 
applications. 


David  H.  Reissner 

Charles  Russell  Solicitors 


Too  profitable  by 

tfaurl 

As  always  I  have  read  the  J<  >hn 
Kerry  Business  in  Fpcus  (C&D 
April  25),  with  interest.  But  the 
gross  profit  shown  intrigues  me. 
Am  I  missing  something? 

[f  the  NHS  produces  about  20 
per  cent  this  would  be  £37,200 
gross.  A  balance  is  left  of  £84,500 
minus  £37,200  as  gross  profit 
fr<  >m  c<  writer  sales  of  £48,000; 
that  is  £47,300.  How  does  the 
counter  business  make  almost  one 
hundred  per  cent  gross?  £47,300 
on  £48,000! 


Eric  A.  Jensen 

Brighton 
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Perhaps  more  doctors  should 
prescribe  this! 


lun,  o,,nocto.      /,  ["5^ 

The  latest  anti-smoking  device? 


um  vMjw^ 


No  beating  about  the  bush  here! 


Editor.  Mr  A.  has  now  told  Mr  Kerry 
that  the  purchase  figure  of£152.2k 
supplied  for  the  article  was 
deliberately  low.  The  accountant, 
he  claims,  adjusted  it  downwards  by 
£20k.  Mr  A.  says  that  a  previous 
year's  figure  f<  >r  purchases  was  £2()k 
too  high.  This  adjustment  in  the 
profit  and  loss  account  was  done  to 
get  the  books  straight. 

In  round  figures  the  profit  should 

have  read: 

Sales  £234k(£48k 

counter, 
£186k 
NHS.) 


£27.3k 
£172. 2k 
£199.5k 

£30.0k 

£169.5k 
£64.5k 


Opening 
st(  >ck 
Purchases 

Closing 
stock 
Cost  of 
sales 

Gross  profit 
NHS  gross 
profit  £46.5k 
(Mr  A.  makes  a  higher  NHS  gross 
profit  £46. 5k  than  average  NHS 
gross  profit  of  25  per  cent) 
Counter 

gross  profit    £18. 0k 
(Gross  profit  of  37.5  per  cent  — 
again  high  because  of  profits  on 
jewellery,  ear  piercing,  etc) 

The  net  profit  is  now  £29.3k. 

This  shop  is  run  entirely  by  Mr 
A.  and  his  wife  —  Mrs  A.  is  paid 
£7,000.  They  have  not  taken  a 
holiday  since  they  bought  the  shop, 
hence  the  minimal  locum  lees. 


Help  Mums  get  their  kids  back  on  their 
feet  with  new  Compound  V*,  the  complete 
verruca  treatment  kit. 

Compound  V  has  everything  they  need  to 
stamp  out  verrucas  quickly  and  painlessly. 


And   because   it's   from   the   makers  o 
Compound  W*,  the  best  selling  wart 
remover,  you'd   better  take  steps 
for  those  extra  feet  that  wil 
be  coming  through  your  door 


New  Compound  V.  The  most  complete  verruca  treatment  kit. 
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Vantage  introduce  new 
training  scheme 


Vantage  have  expanded  and 
formalised  their  training  for 
pharmacy  assistants.  Under  the 
company's  new  training  initiative, 
assistants  will  he  ahle  to  use  a 
combination  ol  course  work  and 
training  evenings  to  be  awarded 
bronze  Vantage  Merit  Lapel 
Badges.  Outstanding  trainees  will 
compete  for  silver  and  gold  awards. 

Topics  covered  by  the  training 
include  merchandising,  customer 
service  techniques,  communica- 
tions and  product  knowledge. 

A  series  ol  Vantage  retail 
training  evenings  will  take  place 
around  the  country  with  the  support 
of  suppliers  such  as  Searle,  Bristol- 
Myers,  Crookes,  Britannia,  Craft, 
Colourcare  and  3M. 

Vantage  news  has  been  used  to 
register  assistants  f<  >r  the  c<  itirse  and 
will  be  the  vehicle  for  sending  out 
the  tutorial  packages.  It  will  also 
carry  associated  feature  articles 
from  time  to  time. 

Course  notes  in  the  tutorial 
packages  are  hacked  up  by  work 
sheets,  which  the  assistants 
complete  to  show  they  have 
understood  each  topic.  The 
pharmacist,  who  has  a  master  copy 


Shoplifting 

A  new  pharmacy  shopfitting  system 
has  been  launched  by  Hafele  UK  of 
Rugby. 

It  is  described  as  a  flexible 
system  which  is  easily  expandable  to 
allow  users  to  modify  and  expand 
their  storage  space  as  their  needs 
t  hange. 

Hafale  say  their  system  can  be 
incorporated  into  any  existing 
pharmacy. 

The  system  features  modular 
sub-frames  designed  to 
accommodate  from  one  to  six 
drawer  columns.  By  combining  two 
or  more  base  frames  the  Pharmacy 
Shopfitting  System  can  be 
expanded  width-ways  to  fit  any 
existing  interior  space.  Hafele  UK. 
Tel:  0788  54202(1. 


of  all  the  course  notes,  checks  the 
work  sheets  and  tills  in  a  progress 
sheet  for  each  assistant.  It  is  this 
which  is  sent  to  Vantage  at  the  end 
of  the  course  and  comments  from 
the  pharmacist  will  be  used  to  sort 
out  the  merit  awards. 

The  firsl  ol  the  retail  training 
evenings  will  be  at  the  Kcdclille 
Hotel,  Torbay  on  Mav  (i;  Novotel. 


Plymouth  May  7;  Lord  Daresbury 
Hotel,  Runcorn  May  13;  Parkers 
Hotel,  Manchester  May  20; 
Lochardill  House  Hotel.  Inverness. 
May  26;  Mansion  House  Hotel 
Elgin,  Mav  27;  Palm  Courl  I  lotel, 
Aberdeen,  May  28.  Vantage 
pharmacies  in  the  locality  will 
receive  invitations  to  the  respective 
training  evenings. 


'New  concept'  company 
offers  products  and 
presentations 


Pharmacist  Mike  Johnstone  has 
formed  a  new  company. 
Pharmaforce,  t<  >  pr<  »vide  a  variety  <  it 
goods  and  services  to  pharmacies. 

Initially  the  company  will 
operate  two  sole  agency 
agreements.  The  first  is  for  a  vitamin 
range,  manufacturered  by  Premier, 
which  provides  for  the  addition  of  a 
pharmacy's  own  label.  The  second 
product  is  the  Acuhealth 
acupuncture  machine,  a  unit  that 
uses  an  electronic  impulse  instead 
of  needles  on  acupuncture  points 
on  the  body.  Mr  Johnstone  told 
C&D.  "I  have  been  selling  the 
Acuhealth  in  my  own  pharmacy  for 
over  a  year  and  at  £169  retail  I  have 
sold  over  30". 

Beyond  this,  Pharmaforce  plan 


to  take  on  an  education  role,  taking 
a  portfolio  ol  products  such  as 
computer  equipment,  PMS  systems, 
labelling,  EPoS  and  cholesterol 
testing  equipment  to  pharmacists 
and  demonstrating  them  on  behalf 
ol  the  manufacturers.  Pharmaforce 
will  have  a  contract  with  the 
companies  concerned  to  present 
their  products. 

"A  nationwide  team  ol 
pharmacist  consultants  will  be 
engaged  by  Pharmaforce  to  visit 
pharmacies  and  demonstrate  the 
selected  range  of  products." 

Managing  director  Mr 
Johnstone  is  to  he  joined  by  Ella 
Craig,  who  is  leaving  John 
Richardson  Computers  to  he  sales 
director  of  the  new  company. 


Drug  companies  may  miss 
the  boat 


The  pharmaceutical  supply  industry 
was  poorly  represented  at  a 
conference  to  consider  the  practical 
considerations  of  the  forthcoming 
Community  Care  Act. 

Dr  Gill  Wade,  who  chaired  the 
conference,  said:  "I  feel  that  the 
drug  manufacturers  missed  out  on 
the  very  timely  discussion  about  the 
changes  the  Act  will  bring  to 
working  practices  in  healthcare.  I 
am  sure  that  this  new  policy  will 


have  considerable  commercial 
implications  for  the  future." 

The  extension  of  prescribing 
rights  of  the  28,01)0  community 
nurses  will  create  new  marketing 
opportunities  for  drug  companies, 
according  to  the  conference 
organisers,  the  Product  Studies 
Group.  Drug  manufacturers  must 
liaise  more  with  health  care 
professionals  if  they  are  to  take 
advantage  of  this,  claimed  PSG. 


Taunton  exit  from 
soft  drink  market 

Taunton  Cider  have  withdrawn 
from  the  soft  drinks  market  to 
concentrate  on  their  core  cider 
business.  However,  while  the 
company  has  sold  its  Piermont 
brand  to  Merrydown  Wine  and  its 
Copella  brand  to  Boxford 
(Suffolk),  Taunton  will  continue 
to  operate  the  commercial  and 
distribution  functions  until 
October. 

Retail  sales  in  March 
are  disappointing 

The  provisional  estimate  of  the 
seasonally  adjusted  index  for 
retail  sales  volumes  in  March  is 
119.1  (1985  =  100),  the  lowest 
figures  since  May  1991.  The  index 
for  retail  sales  value  at  constant 
prices  but  without  seasonal 
adjustment  is  146.0,  compared  to 
145.9  in  January  and  145.5  in 
February,  CSO  figures  for 
"Chemists"  (National  Health 
Service  receipts  excluded)  show  a 
1  per  cent  drop  in  February 
compared  to  last  year  for  small 
businesses  but  an  8  per  cent 
increase  for  large  businesses. 

Sun  Nutritional  move 
head  office 

From  May  5  slimming  aid 
company  Sun  Nutritional  inc 
move  their  UK  offices  to:  Riding 
Court,  Riding  Court  Road, 
Datchet,  Slough,  Berks,  SL3  9JT. 
Tel:  0753  583737;  fax:  0753 
592847. 

Cussonsturn to 
Schwarzkopf 

Cussons  have  appointed 
Schwarzkopf  to  sell  and 
distribute  their  soap  and  shower 
gel  products  to  the  independent 
pharmacy  sector.  This  replaces  a 
telesales  operation. 

Lederle  advise  on 
drug  returns 

Lederle  Laboratories  are 
reminding  all  customers  of  the 
need  to  securely  pack  any 
returned  medicines  and  mark 
them  "hazardous  drugs".  The 
move  is  prompted  by  recent 
incidents  where  a  number  of 
drugs  have  been  returned  in  an 
unsatisfactory  condition  which 
might  have  caused  an  accident 
in  the  customer  returns 
department,  say  Lederle. 


...more  turnover. 


Immac 

Immac 

Immac 
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Glaxo  revise  discounts 


Glaxo  have  revised  their  discount 
scheme  in  the  face  of  widespread 
criticism  which  has  continued 
unabated  since  details  of  the  terms 
offered  to  community  pharmacists 
were  first  revealed  (C&D  January 
25). 

There  are  two  major  differences 
to  the  new  scheme,  which  becomes 
effective  from  May  1: 

•  For  each  dispensing  outlet  all 
Glaxo  purchases  from  all  Glaxo 
agents  are  to  be  consolidated  for 
discount  purposes.  This  effectively 
gives  pharmacists  greater  freedom 
to  "shop  around"  from  different 
wholesalers. 

•  A  new  discount  schedule  has 
been  introduced,  with  no  minimum 
monthly  threshold  before  qualifying 
for  discount  (previously  there  was 
no  discount  offered  on  the  first 
£400  of  purchases  from  any  agent). 
Pharmacists  will  receive  their 
discount  in  two  parts.  Each 
individual  agent  will  calculate  a 
customer's  monthly  discount  in  the 
normal  way  based  on  goods 


The  new  schedule  i 

s  as  follows: 

Monthly 

purchases (ex 

VAT)  by 

dispensing  outlet 

Discount 

<£ 

% 

0-500 

2.5 

501-2,500 

8.5 

2,501-4,500 

9.5 

4,501-8,500 

10.5 

8,501  and  above 

Contact 

Glaxo 

(The  previous  scale  is  given  below: 

0-400 

0 

401-800 

8 

801-2,800 

9.5 

2,801-8,000 

11 

purchased  through  them.  This 
portion  will  be  credited  to 
pharmacists  by  the  agent  as  before. 

Every  two  months  Glaxo  will 
total  all  purchases  from  different 
agents  and  provide  any  additional 
discount  in  the  form  of  a 
retn  ispective  rebate  paid  by  cheque. 

The  adjustment  of  the  scheme 
has  received  a  muted  welcome  fr<  >m 


Wellcome  may  take  US  Stock 
Exchange  listing 


Wellcome  may  take  a  stock 
exchange  listing  in  the  USA  if  there 
is  sufficient  interest  in  their 
expected  share  sale  (C<£DMarch  7, 
p366). 

A  spokesman  for  Robert 
Fleming,  the  UK  merchant  bank 


which  is  co-ordinating  the  sale 
worldwide,  told  C&D:  "If  and  when 
the  Wellcome  Foundation  makes 
the  share  sale  and  there  was  a  lot  of 
interest  in  the  US,  which  we  would 
expect,  we  would  take  a  stock 
exchange  listing". 


ICI  to  appeal  over  patent  loss 


A  US  court  has  ruled  against  ICI  to 
invalidate  the  company's  US  patent 
on  Nolvadex.  ICI  plan  to  take  the 
case  to  the  US  Court  of  appeals. 
In  a  statement,  ICI  sav  the 


decision  was  based  on  patent  filing 
procedures  and  has  no  bearing  on 
the  safety  or  efficacy  of  the 
compound.  ICI  say  they  intend  to 
vigorously  defend  its  patent  appeal. 


pharmaceutical  bodies,  most  of 
whom  still  seem  to  share  the  view 
that  it  should  never  have  been 
introduced  in  the  first  place.  For  the 
British  Association  of 
Pharmaceutical  Wholesalers, 
director  Mike  Watts  said  that  the 
discount  scale  had  been  "tinkered 
with"  to  make  it  "somewhat  more 
acceptable". 

At  the  Pharmaceutical  Services 
Negotiating  Committee,  financial 
executive  Godfrey  Horridge  was 
pleased  to  see  Glaxo  responding  t<  i 
a  number  of  criticisms  with  a 
"slightly  more  generous  scheme" 
which  contractors  "will  feel  happier 
with". 

He  points  out  that  whatever 
discount  Glaxo  gives  will  end  up 
being  clawed  back  by  the 
Department  of  Health.  The  results 
of  the  current  discount  inquiry  are 
not  likely  to  be  known  until  June 
because  contractors  have  been  slow 
in  returning  their  forms,  but 
whatever  the  outcome  it  will  be 
backdated  to  April  1. 

Mr  Horridge  was  also  glad  to  see 
AAH  discontinuing  their  discount 
adjustment  clause.  Unichem, 
however,  do  not  plan  to  do  the 
same.  Chief  executive  Peter  Dodd 
says  that  those  who  use  the 
company  as  their  prinicipal 
wholesaler  pass  the  threshold 
automatically. 

Tim  Astill,  National 
Pharmaceutical  Association 
director,  says  "The  new  discounts 
are  a  step  in  the  right  direction, 
from  the  financial  point  of  view,  but 
reports  from  members  indicate  that 
they  suffered  substantial  losses  in 
February  and  March.  Added  to  this 
is  the  increase  in  the  administrative 
burden  from  more  paperwork  which 
is  continuing.  If  any  other 
manufacturer  is  considering  a 
similar  scheme,  it  will  be  met  with 
hostility  and  verv  firm  resistance." 


Lloyds  bid 
£6. 3m  for 
Ayrshire 
group 

Lloyds  Chemists  have  made  a ! 
£6.3m  paper  bid  for  Ayrshire 
Pharmaceuticals  Ltd. 

Ayrshire  operate  14  pharmacies 
and  two  drug  stores  and  is  claimed 
to  be  the  fourth  largest  wholesale 
business  in  Scotland. 

Under  the  terms  of  the  bid 
Lloyds  will  issue  1,721,060  new  ; 
ordinary  shares  of  5p  each, 
equivalent  to  around  1 .4  per  cent  of 
the  existing  share  base. 

"This    is   an  outstanding 
opportunity,"  says  Allen  Lloyd,  | 
chairman  and  managing  director  of 
Lloyds  Chemists. 

"Ayrshire  Pharmaceuticals  will  I 
provide  us  with  16  more  retail 
outlets,  an  established  distribution 
base  and  an  external  wholesaling  1 
business  which  fits  perfectly  with 
Barclay  Enterprise,  Lloyds  existing 
wholesale  distribution  business," 
says  Mr  Lloyd. 

In  a  statement,  Lloyds  say  they 
have  already  received  irrevocable 
undertakings  from  holders  of  51.3 
per  cent  of  Ayrshire's  ordinary 
shares  and  60.9  per  cent  of 
Ayrshire's  deferred  ordinary  shares.  ; 

Last  year  Ayrshire  made  pre-tax  i 
profits  of  £1 26. 1 70  on  a  turnover  of 
£20,611,020. 

Net  assets  are  believed  to  be 
worth  around  £1 .7m. 

Lloyds  plan  to  use  the  28,000sq 
foot  office  and  warehouse  at 
Kilmarnock  to  service  the  Savory  & 
Moore  pharmacy  chain  they 
acquired  with  Macarthy. 

Ayrshire  already  have  external 
customers  for  their  wholesaling 
business  and  Lloyds  say  they  plan  to 
build  on  this. 

The  offer  for  Ayrshire  closes  on 
May  8. 


BRING  MORE 
TEMAZEPAM  INTO 
YOUR  PHARMACY 
BY  RINGING 
(0628)  604377 
EXTN.  4519 

WYETH 


GENERICS 


QUALITY  ASSURED 
SERVICE  ASSURED 

Wyeth  Laboratories,  Tap  low.  Maidenhead,  Berks 

♦trademark 
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Look  no  further 

for  the  relief  of  redness  and 
itching  due  to  hay  fever 

OTRIVINE-ANTISTIN 

Sterile  eye  drops 

A  Pharmacy  Sale  only  producl 


CIBAVision  Ophthalmics  -  Dispersa  (United  Kingdom)  Limited,  Park  West,  Flanders  Road. 

CIBAVisson 

Hedge  Find,  Southampton,  S03  3LG   Detailed  information  will  he  sent  on  request  Ophthalmics 


Look  who's  on  TV  again. 


mllupa 

INFANT  FOODS  ^ 


Cancellation  deadline  10am  Friday;  one  week  prior  to  insertion  date. 
Display/Semi  Display  £21.70  per  single  column  centimetre,  min  30mm 
Column  width  88mm. 

Whole  Page  i2 170.00  (250mm  x  180mm)  HalfPage  £1128.40 
(130mm  x  180mm)  Quarter  Page  £564.20  (130mm  x  88mm) 
Box  Numbers  £10.00  extra  Available  on  request. 
All  rates  subject  to  standard  VAT. 


APPOINTMENTS 


NUMARK  MANAGEMENT  LIMITED 


OWN  BRAND  MANAGER 

Circa  £20K  -  Renault  21  —  Private  Health  Scheme 

NUMARK  MANAGEMENT  LIMITED,  is  the  Central 
Office  for  a  voluntary  group  of  independent  pharmace- 
utical wholesalers  and  retailers. 

We  are  seeking  to  appoint  an  experienced  Marketeer, 
who  is  aware  of  the  importance  of  a  successful  Own 
Brand  range  in  a  modern  retail  operation. 

NUMARK  is  committed  to  the  expansion  of  its  existing 
range  for  its  membership  base,  and  in  particular  the 
development  of  new  relevant  products  for  Community 
Pharmacy. 

Reporting  to  the  Marketing  Manager,  and  based  at 
Numark's  Central  Office,  the  successful  candidate  will 
be  an  experienced  individual  who  will  assume  responsi- 
bility for  the  product  marketing  function,  liaising  with 
our  Regional  Wholesalers  at  all  levels  and 
Manaufacturers. 

Age  is  not  so  important  but  the  ideal  candidate  should 
possess  the  relevant  experience  in  product  width  rather 
than  depth  and  exposure  to  a  range  of  marketing  and 
buying  functions  eg;  Packaging  Design,  Sales  Pro- 
motions, Manufacturer  Involvement  and  Agency 
contact. 

Please  apply  in  writing  forwarding  your  full  C.V.  and 
current  salary  details  in  confidence  to: 

Mr  Trevor  Davies 

Marketing  Manager 

NUMARK  Management  Limited 

Numark  House 

5/6  Fairway  Court 

Amber  Close 

Tamworth  Business  Park 

Tamworth,  Staffs  B77  4RP. 


Post  to  Classified  Advertisements,  Chemist  &  Druggist, 

Benn  Publications,  Sovereign  Way,  Tonbridge,  KentTN9  1RW. 

Tel  Tonbridge  (0732)  364422.  Telex  95132.  Fax  (0732)  361534 
Ring  Stuart  Bourne  Ext  2472  f<  >r  further  information 
Publication  date  Every  Saturday 

Headings  All  advertisements  appear  under  appropriate  headings 
Copy  date  4pm  Tuesday  prior  to  publication  date. 


AGENTS 


A1  PHARMACEUTICALS 

CAREER  OPPORTUNITY! 

To  meet  our  expansion  needs,  are  you  as  ambitious  as  we 
are? 

AGENTS  — Nationwide 
SALES  CONSULTANTS  —  (London  Area) 
Basic  +  Comm  +  Bonus.  Full  training  -  leading  to 
early  management  opportunities. 
Can  you  communicate? 
Call  the  Sales  Manager.  (081)694  9211 


L0CUMS 


LOCUM  LINE 

the  low  fee  agency  run  by  locum  pharmacists, 
introduce  the  £6.00  booking  fee 

to  Southern  England. 

CALL  (083)  1 84  4261  or  (085)  037  8676  (24  Hours) 


To  advertise  in  this 
section  please  phone 

Stuart  Bourne  on 
0732  364422  Ext.  2472 


PRODUCTS&SERVICES 


^OPFiypNcr 

COMPLETE  SHOPFITTING  SERVICE  FOR  THE  PHARMACIST 

0392-216606 

23  Parkland  Drive,  Exeter  EX2  5RX 


760 
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John  Richardson  Computers  Ltd 


STOCKfORSALE 


PMR 


Latent 
Update 


3/9? 


EPOS 


JRC  systems  are  renowned  for  their  speed,  ease-of-use 
and  flexibility  -  They  are  the  most  widely  used  in  pharmacy 
today,  are  constantly  updated  and  enjoy  an  enviable  after- 
sales  service.  You  may  think  you  can't  afford  the  best  - 
You'll  be  surprised  . . . 


FOR  MORE  DETAILS,  OR  FREE  EPOS/PMR  VIDEOS,  PHONE  0772  323763 
(FAX  0772  323003)      OR  WRITE  TO  JRC  LTD.  FREEPOST,  PR 5  6BR 


SHOPFITTINGS 


EXDkUM 

—  STOREFITTERS  — 


0626  -  834077 

COMPREHENSIVE  DESIGN,  MANUFACTURE 

AND  INSTALLATION  SERVICE  FORTHE 
 RETAIL  PHARMACY  

KING  CHARLES  BUSINESS  PARK,  OLD  NEWTON  ROAD, 
HEATHFIELD,  DEVON,  TQ1  2  6UT 


&DC 

Marketing 

2a  Hallatrow  Road  Paulton 
Bristol  Avon  BS18  5LH 


A  complete  shop  fitting 
&  design  service. 

Specialists  in  continental 
dispensary  fittings. 

Competitive  prices. 

Attractive  leasing. 

Tel:  0761  418941 

Fax:  0761  412798 


STOCK  FOR  SALE 


Perf  u  mes/  Aftershaves 


All  main  brands  in  stock  including  Estee 
Lauder,  Chanel  and  many  more!! 

Free  delivery  nationwide.  For  a  pricelist 
telephone:  081-422  3269. 
Fax:081-907  8323 


JALARAM  IMPORTS 


Chemist  &  Druggist  2  MAY  1  992 


UBKY  mSTKIIU  TORS 

WHOLESALERS  OF  FRAGRAI  ICES  ■ 
PHOTOGRAPHIC  FILMS  &  BATTERIES 

2  FALLOWCOURT  AVENUE  ■  LONDON  N120EB 
TEL:  08 1-445  4 164  •  FAX:  08 1-445  1399 

"GETTHE  RIGHT  PICTURE" 

FILMS  AT  BEST  PRICES 

NEW  KODAK  GOLD  II  GR  100SPEED  24exp    £1  69   25%  of  f  trade 
GOLD  II  GR  100SPEED   36exp    £2  15   22%  off  trade 


GOLD  FILMS 


GA  100  SPEED  36exp.  Eng. /Arabic  £168  37%offtrade 

GB  200  SPEED  36exp.  Eng  /Arabic  £2  02  30%  off  trade 

GC  400  SPEED  24exp.  Eng  £1  77  30%offtrade 

GC  400  SPEED  36exp.  Eng  /Arabic  £2  23  30%offtrade 


SCOTCH 

100  SPEED  36exp  99p  each 

We  stock  a  wide  range  of  films,  batteries,  also  Lithium 
batteries  and  branded  fragrances. 
Feel  free  to  call  for  a  price  list  on  081-445  4164 

Nationwide  Delivery  Next  Day. 


Al  SPECIAL  OFFERS 


★  ORAL  SYRINGES  (DRUG  TARIFF) 

★  ANTI-SMOKING  MINI-FILTERS  &  LOZENGES 

★  B-D  U 100  MICROFINE  IV  SYRINGES  1ml  and  .5ml 

★  AFFORDABLE  WEEKLY  &  DAILY  COMPLIANCE  AIDS 

★  STERILE  DRESSING  PACKS,  SWABS  +  CREPE  BANDAGES 

★  ELECTRONIC  BLOOD  PRESSURE  MONITORS  +  NEBULISERS 


Discount/Bonus 

4  +  4  FREE 
4+  1  FREE 
:  •  : 


33%-40% 


Ring  in  your  order  at  our  expense  on 

FREEPHONE  0800-252049 

Special  quotations  for  large  quantities  (Contact  Gary) 

AGENTS  REQUIRED  UK  WIDE 

A1  Pharmaceuticals,  7  Station  Road,  Penge,  London  SE20 


TRADEMARKS 


The  Trade  Mark  set  out  below  was  assigned 
on 7th Augustl99l  by Chilwood Limited, 
Makefield  Mill,  Windsor  Road,  Haydock  Park, 

Ashton  in  Makefield,  Lanes.  WN4  9EW  to 
Mdlnlycke  AB,  Harryda,  Sweden  —  Without 
the  goodwill  of  the  business  in  the  goods  for 
which  the  Trade  Mark  is  registered. 

Trade  Mark  No.    Mark  Goods  Specification 

1298081        SOLO         Sanitary  Articles  included 
in  Class  5 
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About  people 


pharmacist's 
ministerial 
bid  thwarted 
by  her  party 

The  nomination  of  pharmacist 
Irmgard  Schwaetzer  as  new  German 
Foreign  Minister  has  been  rejected 
bv  her  own  party,  the  Free 
Democrats  (FDP). 

Dr  Schwaetzer,  who  was  widely 
expected  to  win  a  majority  vote,  was 
defeated  by  Klaus  Kinkel,  the 
Justice  Minister. 

Dr  Schwaetzer  studied 
pharmacy  at  the  Universities  of 
Passau,  Munster  and  Bonn  and 
registered  in  1968  before  gaining  a 
doctorate  from  Bonn  in  1971.  She 
then  held  various  executive  pi  isLs  in 
the  pharmaceutical  industry,  at 
home  and  abroad,  until  becoming  a 
member  of  the  German  Bundestag 
in  1980. 

Dr  Schwaetzer  joined  the  Free 
Democratic  Party  in  1975  and  was 
its  secretary-general  between 
1982-84.  She  was  Minister  of  State 
at  the  Foreign  Office  between 
1987-91  after  which  she  was 
appointed  Federal  Minister  of 
Regional  Planning,  Building  and 
Urben  Development.  She  would 
have  taken  over  as  Germany's  first 
female  Foreign  Minister  on  May  17. 

A  community  pharmacist  in 
Berlin,  Dr  Bernd  von  Lehmann, 
told  C&D  that  her  appointment 
would  not  have  made  much  impact 
on  German  pharmacists.  Although 
taking  a  keen  interest  in  health 
issues,  she  always  took  a  neutral 
stance  in  political  matters  affecting 
pharmacists. 


Blitz  reunion 
for  Boots 

Boots  the  Chemists  in  Exeter  are 
planning  a  reunion  for  staff  who 
worked  there  during  1942. 

Over  20  guests  have  accepted  an 
invitation  to  a  buffet  party  at  the 
pharmacy  on  May  7  to  mark  the 
50th  anniversary  of  the  blitz.  A 
pharmacist  who  was  assistant 
manager  at  the  time  is  expected  to 
attend. 

The  branch,  which  was  on  the 
corner  of  High  Street  and  Queen 
Street,  was  not  damaged  during  the 
blitz  but  many  staff  were  involved  in 
fire-watching. 


COMING  EVENTS 


Pharmacist  Irmgard  Schwaetzer 
thwarted  in  ministerial  bid 


Wednesday,  May  6 

British  Society  for  the  History  of 
Pharmacy.  RPSGB  headquarters,  5.30 
for  6.30pm.  "Martindale:  the  man  and 
the  book"  by  Mr  Ainley  Wade,  General 
Editor,  scientific  publications,  RPSGB. 
Dorset  Branch,  NPA.  Sealy  Suite,  The 
Crown  Hotel,  Blandford,  7.15  for  8pm 
(buffet).  "Future  threats  and  challenges" 
bv  Marv  Allen,  head  of  information  at 
NPA. 

Sheffield  Branch,  RPSGB.  The  Jessop 
Hospital  for  Women,  7.30  for  8pm 
(buffet).  Annual  meeting. 

Thursday,  May  7 

Bath  Branch,  RPSGB.  Postgraduate 
Centre,  Salisbury  General  Infirmary  at 
8pm.  Talk  by  Mr  Tromans,  consultant 
i  in  the  Spinal  Unit.  C<  iach  will  leave  Bath 


Unichem's  chief  executive  designate  Jeff  Harris  (right)  takes  in  the  scene  at 
ADA  Aktiebolag  with  Bengt  Ohlsson,  chief  executive  of  the  Swedish 
wholesaler.  Mr  Harris'  visit  was  part  of  a  series  of  recent  visits  to  the  major 
Scandinavian  pharmaceutical  wholesalers 


Jeanette  Marsden  (left)  of  Europharm  presents  Paul  and  Hazel  Richardson 
with  a  Thorntons  Easter  Egg  to  celebrate  the  opening  of  their  refitted  shop 
after  1 0  years  of  trading. 


University  at  6.30pm.  Laura  Place  at 
6.40pm. 

Weald  of  Kent  Branch,  RPSGB. 

Postgraduate  Centre,  Kent  &  Sussex 
Hospital,  Tunbridge  Wells,  7.45  for 
8pm.  "Bringing  baby  home  —  advice  for 
new  mothers"  by  Susie  Kern,  health 
visitor.  AGM. 

Wirral  Branch,  RPSGB.  Postgraduage 
Medical  Centre,  Clatterbridge  Hospital 
7.30  for  8.15pm.  Discussion  of  Branch 
resolutions. 

Saturday,  May  9 

Isle  of  Wight  Branch,  RPSGB. 

Swainston  Manor.  Annual  Branch 
dinner  with  guest  speaker  Dr  Gordon 
Geddes,  PSNC. 

Advance  information 

Society  of  Cosmetic  Scientists. 

"Approaches  to  formulating  green 
shampoos",  by  John  Hodgson,  Cedar 
Court  Hotel,  Wakefield,  May  7  at  7pm. 
Details:  Mrs  K.  Weston  0582  26661. 
Plymouth  &  District  Branch,  NPA. 
"Pharmacy  in  the  future",  Boringdon 
Hall,  Colebrook,  Plympton,  May  11,  at 
7pm.  Details  from  Ian  Parker  on  0752 
263010. 

Shopex.  Retail  exhibition.  Earls  Court 
Hall  2,  May  17-21.  Details  from 
Amanda  Byron-Jones  on  071486  1951. 
IBC  Technical  Services  Ltd. 
"Depression  and  anxiety  —  new 
psychopharmacological  developments", 
National  Heart  &  Lung  Institute, 
London,  May  20-21  Details  from 
Lucinda  Middleton  on  071-637  4383. 
Lehman  Brothers  International. 
Achieving  growth  in  a  regulated 
environment",  4th  Annual  European 
Healthcare  Conference,  The  Brewery, 
Chiswell  Street,  London,  May  21. 
Details  from  Eileen  Marsh,  Lehman 
Brothers,  1  Broadgate,  Fourth  Floor, 
London  EC2M  7HA. 


APPOINTMENTS 


Derby-based  Daniels 
Pharmaceutical  have  appointed 
Peter  Hills  as  OTC  distribution 
manager  for  their  Leicester  depot. 

Mr  Hills,  36,  has  15  years 
experience  in  the  pharmaceutical 
wholesaling  industry.  Formerly 
employed  with  Macarthy's,  he  has 
held  senior  posts  all  around  the 
country,  including  group  stock 
controller,  distribution  manager 
and  purchase  manager. 
Philip  Shearer,  managing  director 
of  Lancome  (UK)  since  January 
1988,  will  be  leaving  the  Company 
to  move  on  to  the  international 
division  in  Paris. 

Christophe  Cuvillier  is  joining  the 
UK  business  as  managing  director 
in  early  May.  Christophe  was 
previously  marketing  director  for 
the  French  affiliate  and  prior  to  that 
was  marketing  manager  for  the 
brand's  UK  operation. 


Typesetting  and  graphics  bv  Magset  Ltd.  Side  up.  Kent.  Printed  by  Riverside  Press  Ltd,  St  Ives  pie.  Whitstable,  Kent.  Published  by  Benn  Publications  Ltd.  Sovereign  Way,  Tonbridge.  Kent  TN9  1RW. 
Registered  at  the  Post  ( Iffice  as  a  Newspaper  25/23/16s  Contents  ••  1  Benn  Publications  Ltd  1942  All  rights  reserved.  No  part  of  this  publication  may  be  reproduced,  stored  in  a  retrieval  system  or  transmitted  in,  any  form  or 
by  any  means,  electronic,  mechanical,  photocopying,  recording  or  otherwise  without  the  prior  permission  of  Benn  Publications.  Benn  Publications  Ltd  may  pass  suitable  reader  addresses  to  other  relevant  suppliers.  If  you  do 
not  wish  to  receive  sales  information  from  other  companies,  please  write  to  Praser  Murdoch  at  Benn  Publications  Ltd. 
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Bustaesslnk 

A  FREE  Service  for  Chemist  &  Druggist  Subscribers 


PHARMACIST  MANAGERS 

SUNDERLAND,  DEMNOX  FARR 
INGDON  -  From  June  8th.  Excel- 
lent salary  and  honus.  Flexible 
hours.  Work  sharing  considered. 
Tel:  Mr  P.  Snowdon  on  (191-520 
2289  mornings. 

LONDON  E14  -  Pharmacist  man- 
ager required  for  a  small  pharmacy 
with  potential.  Good  remuneration 
package  for  applicant  with  nec- 
essary business  acumen  and  com- 
munication skills,  necessary  to 
develop  this  outlet.  40  hours  per 
week.  Phone  Mr  Birdi,  071-987 
3493. 


 LOCf.MS  

EVESHAM,  WORCS  -  We  require 
locum  full  days  in  modern  phar- 
macy. Tel:  0789  720120. 

HORNCHURCH,  ESSEX  -  locum 
required  2  in  3  Saturdays  or  every 
Saturday.  Tel:  0375  385948  day- 
time. 


DISPENSING  TECHNICIANS 

NOTTINGHAM  -  Dispensing  assis- 
tant required  for  busy  pharmacy. 
Full  time  or  part  time  considered. 
Also  sales  staff  required.  Tel:  0602 
786928. 

FINCHLEY,  N12  -  Certificated  or 
experienced  dispenser  wanted  2 
days  per  week  and  holiday/ sick- 
ness relief.  9-6  Mon-Fri.  Tel:  081- 
446  4201. 

PUTNEY,  SW15  -  Full  or  part  time 
dispensing  assistant  required.  Tel: 
081-788  2431. 


SITUATIONS  WANTED 

MALE  PHARMACIST,  30  years 
experience.  Vantage  or  PMR 
computer  svstems.  Full  weeks, 
booking  to  Dec  1992.  Vincent 
Bradv,  112  Willows  Road,  Dartford, 
Kent  DAI  2QP.  Tel:  0322  276783. 

WEST  LONDON  -  Experienced 
locum  available  Saturdays.  Tele- 
phone 081-451  6065  office  hours  or 
081-572  7461  after  7pm. 

ST  ALBANS  /  THAMESLINK  LINE 
-Want  a  day  off?  Experienced  and 
reliable  pharmacist  seeks  regular  or 
odd  davs  or  weeks.  Please  tele- 
phone Ward,  0727  860128. 


BUSINESSES  FOR  SALE 

LONG  ESTABLISHED  health  food 
store  in  Herts.  Turnover  £150,000, 
low  rent.  £35,000  ono  +  stock.  Ring 
evenings,  0707  328118. 

BEDFORD  -  Long  established  drug 
store  in  Bedford.  Turnover  £60,000. 
New  lease  available.  £15,000  + 
stock.  Tel:  0767  40492  evenings. 


EXCESS  STOCK 

WALLACE  TRIFORM  leg  hags 
TF500L  5  x  10  and  Wallace  750 
Emty  1  x  10.  Trade  less  50%  +  VAT 
+  postage.  Tel:  0203  663581. 


DANTRIUM  100  x  LOOmg  capsules, 
exp  Aug  92,  less  30%.  Tel:  081-650 
1731. 

EXTENSIVE  LIST  of  overstocks, 
please  call  0742-745320  for  details. 
Good  discounts. 

ADIZEM  SR  2  x  56  (expiry  01  93), 
Tilade  Inh  x  4  (expiry  09  92)  -  old 
formulation,  Zimovane  3  x  28  (exp 
01/93).  All  trade  less  40%  +  VAT. 
Tel:  071-272  3967. 

MULT  I  LOAD  CU  .375  (2).  Danol  ' 
(40),  Stelazine  15mg  (46).  Stemetil 
25mg  (56).  Gestone  50mg  (10). 
Algitec  tab  (40).  All  at  50%  off  trade 
+  VAT.  Tel:  071-724  8698. 

ZANTAC  SYP  6  x  300,  expiry  7  92 
£10  each,  1  x  60  Solpadol,  2  x  60 
Liskonium,  1  x  LOO  Dantrium 
25mg,  1  x  60  Phyllocontin  Forte,  1 
x  60  Lodine  cap,  69  Alucap,  U-ss 
40%  +  VAT  +  postage.  Tel:  0737 
813251. 

PARACETAMOL  500mg  supposit- 
ories -  6  x  12  (Macarthy  Medical) 
expiry  5/93.  £35  +  VAT.  Tel:  0767 
50334. 

TONOCARD  400MG  365  tablets, 
half  price.  No  postage  charge.  Tel: 
071-739  5885. 

COST  LESS  50%  -  1  x  30  Coloplast 
bags  5935.  50  x  Wallace  350  Emty 
bags.  16  x  Emitard  insulin  u  100  9 

92.  Tel:  0480  214355. 

30%  LESS  +  VAT  -  4  x  3()g  Anugesic 
HC  cream.  Exp  May  94;  1  x  100 
Suscard  Buccal  3mg.  Exp  May  93;  2 
x  60  Phyllocontin  Forte.  Exp  Mav 
94.  Tel:  081-764  4812. 

1  x  250  CYCLOSPAS  TABS  400mg 
12/92.  4  x  60  Liskonum  tabs  11/ 

93.  1  x  100  Hexopal  tabs  10/94,  1 
xlOO  Hexopal  Forte  8  94,  20  x 
Polacolor  100  silk  2/93.  Less  40% 
+  VAT  +  postage.  Tel:  0762  332824. 

NOXZEMA  FOAM  SAVE  LGE 
£2.75  +  VAT  +  carriage.  Packs  of  24. 
Tel:  071-493  2309. 

TRADE  LESS  50%  +  POSTAGE  - 
Two  boxes  Hollister  opaque  drain- 
age pouches  no  311-8  3.2cm.  Also 
two  boxes  331-9  4.4cm.  Tel:  081- 
550  4064. 

SHORTDATED  Pergonal  amps,  10/ 
92.  Cost  less  50%  +  VAT  +  post.  Tel: 
071-286  1514. 

1  X  56  TRANDATE  200MG  (4  93),  2 
x  60  Duphaston  lOmg  (4/96).  4  x 
50  Pro-Veron  25mg(2/95).  1  x  loo 
Cardene  20mg  (1/94).  Tel:  0762 
332824. 

12  X  60  PONDERAX  PA  caps.  Trade 

less  50%.  Tel:  081-670  6863. 
TRADE  LESS  50%  +  VAT  -  50 

Methotrexate  tabs  lOmg.  1  lj>ca- 
biotal  spray,  20  Suprax  tabs  200mg. 
Tel:  081-902  1674. 
ZOVIRAX  800MG  TABLETS  -  Will 
exchange  for  unwanted  dispensing 
stock.  One  packet  of  35  available. 
Please  telephone  081-882  1646. 


FOR  SALE 


BMW  316  -  C  reg.  Two  door  5  speed 
Black,  immaculate.  Average  mile- 
age. BMW  fsh.  £3.800.  Immigration 
sale.  Tel:  061-881  7853. 


PENTAX  P30  CAMERA  35mm  with 
Tamron  35- 1.35mm  zoom  lens.  Mint 
condition.  Quick  sale.  £180  -  only. 
Also  one  Metz  n  c  (lash.  New  £100 
-  only.  081-904  2956  evenings  and 
weekends. 

UN1CHEM    FICHE  VIEWER 
Briefcase  model.  Good  condition. 
£50  ono,  carriage  paid.  Tel:  0434 
63,2046. 

ACCORD1AN  -  Hohner  Student  48 
button  (bass).  Good  tone.  £150.  Tel: 
0524  732955. 

FIVE  PERFUME/COSMETIC  glass 
fronted  display  cabinets  78"  x  48" 
(drawers  under)  plus  two  counters 
with  glass  top  and  front  and  inside 
lights.  72"  x  36".  All  excellent 
condition  First  £950  takes  all.  Tel: 
0494  726202. 

1967  ROVER  3  LITRE  -  Manual  o 
d,  p.a.s.  Full  history.  Well  known 
historic  rally  car.  £3.000  Gartside, 
0286  870264  eve  870278. 

CAR  NUMBER  PLATES  -  1)VM  1,2) 
UVM  1.  Save  20%  on  published 
prices.  Open  to  offers.  Tel:  0895 
442545. 


 WANTED  

DISPENSING  SCALES  required  to 
weigh  up  to  1kg.  Tel:  0442  256096 
days. 

MARTINDALE  29th  EDITION  -  Do 

you  have  a  copy  of  this  edition  that 
yOU  would  like  to  sell'  Please 
phone  0494  482103. 
SALIVIX  PASTILLES  and  Metho- 
trexate iniection  25mg  in  I  ml.  Tel: 
0308  24350. 


HOLIDAY  ACCOMMODATION 

BEAUTIFUL  TEESDALE  Luxury 
holiday  cottage  in  quiet  village, 
sleeps  4.  Ideal  centre  for  walking 
(Pennine  Way,  1  mile),  riding,  golf 
or  lazing  about.  Private  trout  fish- 
ing. 0833  40919,  0831  3,16249. 

OVERLOOKING  MED-  Spanish 
style  4  6  bed  apartment  with  pool 
Close  to  Costa  Brava  fishing  village 
and  many  surrounding  beaches  and 
coves,  hacked  by  pine  woods.  Avail- 
able, excluding  June.  August  and 
September.  Tel:  0923  824185. 


Free  entries  in  "Business  Link"  (maximum  30  words)  are 
accepted  at  the  discretion  of  the  publishers  and  depend 
upon  space  being  available.  Send  proposed  wording  to 
"Business  Link",  Chemist  &  Druggist,  Benn  House, 
Sovereign  Way,  Tonbridge,  Kent  TN9  1RW.  Include  your 
name,  the  full  name  and  address  of  your  pharmacy,  or  your 
personal  registration  number,  and  a  day-time  telephone 
number.  Alternatively,  leave  the  details  on  our  answering 
service. 

PHONE  24  HOURS  ON  0732  359725 


To:  Business  Link,  Chemist  &  Druggist,  Benn  House,  Sovereign 
Way,  Tonbridge,  Kent  TN9  1RW. 

PLEASE  COMPLETE  IN  BLOCK  CAPITALS 

Surname  

First  name  

Personal  RPSGB  Registration  Number  

Telephone  number  

Proposed  advertisement  copy  (maximum  30  words) 


To  be  included  under  section  heading  

Signed   Date. 
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IMPROVING  OUR  SERVICE 
TO  KERFOOT  CUSTOMERS. 


From  4th  May  1992  all  customer  service, 
ordering,  processing  and  distribution  for  Kerfoot 
Pharmaceuticals  will  be  handled  through  the  Company's 
modern  Dunstable  Distribution  Centre. 

Our  full  range  of  generic  products  will  be  easily 
available  by  direct  order  using  your  customer  number, 
which  will  remain  the  same. 

But  we've  developed  a  new  sales  order  processing 
system  with  some  beneficial  advantages  that  will  be 
operated  by  our  highly  trained,  16  strong  Customer 
Services  sales  team. 

MORE  ATTENTION  TO  DETAIL 

When  you  place  your  order  by  "Orderline"  fax,  telex 
or  mail,  your  order  and  despatch  note  will  be  processed, 
packed  and  despatched  within  36  hours. 

Your  invoice  will  follow  in  24  hours  and  payment  is 
made  to  Ashton-Under-Lyne  as  before. 

However,  our  new  system  offers  several  advantages. 

MORE  TIME  TO  ORDER 

Our  sales  and  customer  service  representatives  are 
now  available  from  8.45am-5.15pm  Monday  to  Friday  with 
an  answerphone  service  available  outside  these  hours. 

If  the  line  you  order  is  temporarily  out  of  stock  it 
can  be  automatically  supplied,  if  you  wish,  when  it 
becomes  available. 

MORE  PRODUCTS  TO  CHOOSE  FROM 

Now  that  we  are  able  to  offer  two  ranges  under  one 
roof,  you  will  have  the  option,  where  necessary,  of 
substituting  a  Kerfoot  product  with  an  Evans  product  or 
vice  versa  and  maintain  continuous  supply. 

Evans  and  Kerfoot  customers  will  experience  the 
highest  standard  of  care,  attention  and  personal  service 
through  our  Dunstable  Distribution  Centre. 

ORDERLINE:  (0582)  476611 
CUSTOMER  SERVICES:  (0582)  608308 


EVANS 


EVANS  KERFOOT  DISTRIBUTION  CENTRE,  FOSTER  AVENUE, 
WOODSIDE  PARK  ESTATE,  DUNSTABLE,  BEDS  LU5  5TA 
TELEX:  82387  EMLDBL  FAX:  0582  600421 

Evans  is  a  founder  member  of  the  British  Generic  Manufacturers'  Association. 


